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Diocalm 

TWO  GREAT  REASONS  TO  STAY  CALM 


Sales  of  Diocalm  Ultra  and  Diocalm  Dual  Action 
increased  yet  again  last  year*  -  and  again, 
it  was  thanks  to  your  recommendations 
and  our  extensive  radio  and  women's 
press  campaign.  By  continuing 
such  a  winning  formula, 
there'll  be  no  stopping  us! 


ll*' 


•  High  consumer  awareness 

imorable  national  radio  advertising 
and  women's  press  campaign 

•  Excellent  profit  opportunity  - 

superb  trade  deals 
\^     and  high  cash  profit 

•  Strong  trade  support  full  range 
of  eye-catching  merchandising  POS 


•  Complete  range  with  Diocalm  Dual  Action 
suitable  for  Adults  and  Children  over  6  years 

With  your  recommendation  and  our  successful 
campaigns,  it's  sure  to  be  an 
Ultra  successful  summer  -  again! 

"  Source  Independent  Pharmacy  Audi! 


Dioca 


Dioca 


ULTRA 


Will  AH  CAPSULES 

Loperamide  Hydrochloride  EP  ,' 
Forage  12  and  over 

Nothing  stops 
diarrhoea  faster 


%  1  (&  !P  % 


RRHOEA  FAST 


For  further  information  or  a  copy  of  the  prescribing  information, 
please  write  to  Seton  Scholl  Healthcare  pic,  Tubiton  House,  Oldham  0L1  3HS 

Diocalm  is  a  Trade  Mark  of  Seton 


Fraud  reward 
scheme  details 
announced 

Concern  raised 
over  presidential 
selection  process 

Changing  places  at 
the  top  in  Gehe 

BAPW/pharma  firms 
look  at  ways  to 
curb  grey  market 

Boots  fails  to  impress 
after  difficult  year 


Putting  the  colour 
back  in  haircare 


Online  at  http://www.dotphariTiacy.com/ 


Thrush 
sufferers 
know 


Consumer  Healthcare 


it's  a  price 
worth 
paying 


Women  now  know  Diflucan"  One  is  the  most 
expensive  vaginal  thrush  treatment. 
Yet  it's  the  fastest  growing  too,  accounting  for 
over  1  in  every  4  packs  sold-1 
Proving  that  a  treatment  that  is  oral,  fast  and 
effective  is  the  one  thrush  sufferers  want. 
We're  backing  Diflucan  One  with  a  £2.25  million 
advertising  campaign,  informing 
your  customers  of  the  price  up  front. 

Diflucan  One.  Well  worth  recommending. 


(1|IRI  Infoscan  MAT  1  11  98 

Abbreviated  product  information  lor  Dillucan  One  Presentation:  Capsule  containing  150mg  fluconazole  Indication  and  dosage:  Vaginal  candidiasis  Adults  (16-60  years)  single  oral  150mg  dose  Contra-indications:  Hypersensitivity  to  fluconazole 
or  related  azoles.  pregnancy  and  women  ot  childbearmg  potential  unless  adeguate  contraception  is  employed,  co-administration  ol  terfenadine  and  cisapride.  Warnings:  Lactation  Not  recommended  Drug  interactions:  Relevance  to  single-dose  has  not 
yet  been  established  Anticoagulants,  astemizole.  cisapride,  cyclosporin,  diuretics,  oral  sulphonylureas.  phenytoin,  nfampicm.  terfenadine.  theophylline  and  zidovudine  Side-effects:  Nausea,  abdominal  discomfort,  diarrhoea,  flatulence  and  rarely 
anaphylaxis  Legal  category:  [F] Package  Quantity  and  Cost  Price:  150mg  capsule,  pack  of  1.  £7  1 2  (PL! 906/001 7)  Product  Licence  Holder  Pfizer  Consumer  Healthcare,  Wilsorn  Road.  Alton  GU34  2TJ  Dale  of  preparation:  Oecember  1998 
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Do  pharmacists  make  the  most  of  the  opportunity 
they  have  in  P  medicines?  Such  products  are 
effective,  they  have  moved  beyond  treating  self- 
limiting  conditions,  and  most  importantly  from 
the  retail  point  of  view,  they  are  unique  to  pharmacies.  Even 
the  European  Union  now  regularly  embraces  self- 
medication  in  any  debate  it  has  on  healthcare  provision:  its 
value  is  recognised.  Pharmacy  medicines  should  logically, 
therefore,  be  the  focus  of  any  medicines  counter. 
Pharmacists  should  be  encouraging  their  staff  to  sell  P 
medicines  whenever  appropriate,  and  ensure  they  are 
familiar  with  their  indications  and  dosage.  Yet  there  is 
a  persistent  niggle  from  OTC  manufacturers  that 
pharmacists  are  not  doing  all  they  could  to  get  behind  P 
medicines,  and  support  the  manufacturers  who  support 
them.Why  is  this?  Are  manufacturers  too  optimistic  in  their 
sales  forecasts?  They  are  aware  -  particularly  with  POM  to  P 
switches  -  that  they  may  have  a  relatively  short  time  to 
exploit  their  molecule  before  the  'me  toos'  appear.  Are 
medicine  counter  assistants  not  being  properly  directed 
and  coached  about  which  are  the  most  effective  and 
preferred  products?  Is  the  pharmacist  still  spending  too 
much  time  in  the  dispensary  and  not  offering  that  vital 
presence  and  advice  at  the  counter?  Is  the  pharmacology 
behind  some  of  the  more  recent  POM  to  P  switches  too 
complicated  to  put  across  to  counter  staff  in  simple  terms? 
Have  sales  protocols  for  medicine  proved  counter- 
productive when  it  comes  to  recommending  P  medicines? 
Whatever  the  reasons,  all  community  pharmacists  need  to 
ensure  that  they  are  making  the  most  of  their 'birthright', 
or  manufacturers  will  look  elsewhere  for  sales. 


Rewards  of  up  to  £10,000  for  fraud  detection 

Prescription  fraud  reporting  scheme  for 
pharmacists  in  England  effective  from  June  14 

Presidential  election  process  raises  concerns 

Official  report  states  'unanimous'  vote  for  Christine 
Glover,  who  was  the  only  nomination  for  president 

Extended  role  for  RPSGB's  Manpower  Committee  6 

New  remit  will  cover  enhanced  monitoring, 
profiling  of  subpopulations  and  scenario  planning 


Dispensing  training  still  on  for  2005 

However,  Council  agrees  to  work  with  NPA  on 
introducing  standard  operating  procedures 


Colour  explosion  for  the  new  millennium  16 

C&D's  annual  report  on  the  haircare  market 
disi  overs  goi  id  grow  i  li  in  i  i»l.>r.inis 

From  a  life  in  law  to  the  world  of  wholesaling 

Gehe's  new  chief  executive  officer  Dr  Fritz  Oesterle 
(below)  talks  to  C&D  about  his  plans  for  the  future 


Manufacturers  and  wholesalers  to  fight  grey  market  32 

C&D  reports  from  the  annual  conference  of  the 
British  Association  of  Pharmaceutical  Wholesalers 


Mediocre  annual  results  for  Boots 


37 


Chairman  Lord  Blyth  says  profits  were  'robust'  in  a 
difficult  year  for  most  UK  retailers 

Ethical  merger  for  Genus 

Erhical  Generics  is  to  merge 
with  Genus  Pharmaceuticals 
Genus'  GM,  Colin  Darroch 
(right),  says  both  companies 
have  complementary 
strengrhs 


F ront  cover  picture  courtesy  of  We/la 


ck  Gr 


Editor  Patr 
MRP  harmS 

Assistant  Editor  Maria 
Mr.rr.iy,  MRPharmS 
Technical  Editor  Fawz 
Farhan,  MRPharmS 
Business  Editor  Guy 
L'Aimable,  HA 
News  Editor  Charles 
Gladwin  MRPharmS 
Contributing  [alitor 
Adrienne  de  Mont 
MRPharmS 
Beauty  Editor 
Sarah  Thackray 
Reporter  Steven  Bremer 
MRPharmS 

Art  Editor  Tony  Lamb 

Production  Editor 

Vanessa  Townsend,  BA 

Editorial  secretary 

Jan  Powis 

Price  List 

Colin  Simpson 

( Controller) 

Darren  Larkin,  Maria 

Locke 

Group  Advertisement 
Manager 

Julian  de  Bruxelles 

Group  Advertisement 

Executives 

Lynn  Dawson,  Nick 

Fisher,  Andrew  Keable 

Advertisement 

department  secretary 

Debra  Thackeray 

Production 

Karen  Way 

Associate  Publisher 

John  Skelron 

Group  Sales  Director 

lan  Gerrard 


©  Miller  Freeman  UK 
Ltd  1999 

Chemisl  &  Druggist  incorporating 
Retail  Chemist,  Pharmacy  Update 
and  Beauty  Counlei 

Published  Saturdays  by 
Miller  Freeman  UK  Ltd,  Sovereign 
Way,  Tonbndge,  Kent  TN91RW 
Telephone  01732  364422 
Fax  01732  361534 
E-Mail 

chemdrug@dolpharmacy.com 
Internet  site 

htlp  //www  dotpharmocy  com/ 

Subscriptions  Home'  £133  per 
annum 

Overseas  &  Eiie:  $31 4  per  annum 
including  postage 
£2  50  per  copy  (postage  extra) 
Additional  Price  List  £75  per  annum 

Circulation  and  subscription 
Marlowe  House,  109  Station  Road, 
Sidcup,  Kent  DA15  7ET 
Tel  0181  309  7000 

Refunds  on  cancelled  subscriptions 
will  only  be  provided  ol  the 
publisher's  discretion,  unless 
specifically  guaranteed  within  the 
terms  of  subscription  offer 

The  editorial  photos  used  are 
courtesy  ol  the  suppliers  whose 
products  they  feature 

\J%  Miljer  Freeman 


ABC 


BUSINESS  PRESS 


Chemist  &  Druggist 


12  JUNE  1999  3 


News 


Look  out  for  this  month's 
Update  question  paper 

Enclosed  in  this  week's  issue  is  the 
questionnaire  tor  Pharmacy  Update 
modules  carried  during  May: 
9  Primary  care  groups  (1 1 25) 

•  Our  Healthier  Nation  -  Mental 
Health  (1126) 

•  Coeliac  disease  (1 127). 
Pharmacy  Update  is  a  distance  learn- 
ing programme  and  is  accredited  by 
the  College  of  Pharmacy  Practice. 
Previous  modules  can  be  obtained  by 
using  the  faxback  service  on  0891 
444791  (premium  rates  apply). 
Internet  users  can  catch  up  by 
accessing  the  dotpharmacy  site 
(http://www.dotpharmacy.com).  The 
site  also  has  a  library  of  previous 
modules  and  questionnaires.  A  tele- 
phone marking  service  is  available  for 
a  fee  of  £1 5  plus  VAT.  A  certificate  is 
issued  to  verify  the  number  of  hours 
of  continuing  education  achieved. 
Pharmacy  Update  is  supported  by 
Genus  Pharmaceuticals. 


Fraud  reporting  scheme 
effective  from  June  14 


Pharmacists  in  England  will  be  able  to 
claim  rewards  for  reporting  prescrip- 
tion fraud  as  from  June  14. 

Information  is  being  sent  out  by 
health  authorities  to  pharmacists  giv- 
ing details  of  the  Pharmacy  Reward 
Scheme,  which  could  result  in  a 
reward  of  up  to  £10,000  being  given 
for  identifying  a  fraudulent  prescrip- 
tion form.  Participation  is  voluntary, 
and  is  not  a  requirement  of  pharmacy 
contractors'  Terms  of  Service.  These 
have  been  altered  specifically  to  allow 
this,  as  has  the  system  of  payments  as 
set  out  in  the  Drug  Tariff  in  Part  XTV 
(C). 

Reward  claims  will  fall  into  two  cat- 
egories.The  basic  reward  will  be  made 
for  spotting  a  fraudulent  prescription 
and  not  dispensing  the  items.This  will 


be  worth  up  to  £10.  For  the  bonus 
reward,  which  will  be  made  if  the 
identification  of  a  fraudulent  prescrip- 
tion leads  to  the  detection  or  preven- 
tion of  fraud  or  allows  the  NHS  to 
recover  money  lost  through  fraud,  this 
may  be  worth  up  to  £10,000,  or 
£20,000  if  several  people  contribute 
to  the  discovery  of  the  fraudulent 
practice. 

Pharmacists  need  to  act  quickly  - 
claim  forms  from  the  Prescription 
Pricing  Authority  should  be  sent  in 
within  ten  days  in  the  case  of  a  basic 
reward  and  24  days  for  a  bonus 
reward.  Conditions  of  supply  and  the 
need  to  notify  the  health  authority  and 
the  police  at  the  earliest  opportunity 
also  apply. 

Good  practice  issued  with  the  advi- 


sor)' notice  says  that  any  fraudulent 
form  should  be  placed  in  a  polythene 
bag  to  protect  it  for  possible  forensic 
examination.  The  police  may  need  to 
keep  the  prescription,  but  it  should 
otherwise  be  submitted  along  with  the 
claim  form  to  the  PPA. 

It  will  be  up  to  the  PPA  to  decide  the 
size  of  the  reward,  which  will  be  made 
to  the  contractor.  However,  the  NHS 
hopes  that  any  reward  will  be  shared 
with  any  staff  who  spot  the  fraud. 

Claim  forms  should  be  sent  to: 
Alan  Harrison,  Anti  Forgery  and 
Counterfeiting  Section,  PO  Box  331, 
(2nd  Floor),  Sandyford  House, 
Archbold  Terrace,  Jesmond,  Newcastle 
upon  Tyne,  NE99  1GU.  Tel:  0191  203 
5697/8;  fax:  0191  203  5670;  e-mail 
fee-evasion@nhs-fniucl.org.itk. 


Calls  from  RPSGB  and  PSNI  for  independent  prescribing 


Two  more  pharmacy  organisations 
have  called  for  pharmacists  to  become 
independent  as  well  as  dependent  pre- 
scribes. 

In  their  responses  to  the  Crown 
Report,  the  Royal  Pharmaceutical 
Society  and  the  Pharmaceutical 
Society  of  Northern  Ireland  generally 
support  the  review  team's  proposals, 
but  point  out  that  there  are  times 
when  pharmacists  should  be  able  to 
prescribe  in  their  own  right. 

PSNI  argues  that  pharmacists 
already  act  as  independent  prescribes 
and  should  be  allowed  this  status  with- 
in the  NHS.' We  feel  that  a  more  explic- 
it gesture  could  have  been  made  [in 
the  report]  to  allow  all  pharmacists 


prescribing  rights  for  General  Sales 
List  medicines,  Pharmacy-only  medi- 
cines and  certain  Prescription  Only 
medicines  within  protocols." 

The  RPSGB  points  out  that  pharma- 
cists have  an  independent  role 
counter-prescribing'  non-prescription 
medicines  and  can  supply  most  POMs 
in  certain  circumstances  outside  the 
NHS.  'Extending  these  rights  to  include 
the  authorisation  of  NHS  expenditure 
will  be  important  in  order  to  improve 
access  to  services  and  reduce  inequali- 
ties in  access,  particularly  for  vulnera- 
ble groups  within  society,"  says  the 
RPSGB,  while  acknowledging  that 
greater  transparency,  scrutiny  and 
accountability  would  be  necessary  in 


White  Paper  accent  on  self-help? 


A  healthy  citizenship  initiative,  pro- 
moting self-care,  is  expected  in  the 
public  health  White  Paper  to  be  pub- 
lished soon. 

The  initiative  would  include  a  smart 
patients  programme'  to  promote  self- 
managed  care  and  health  information 
giving  easier  access  to  self-help, 
according  to  Health  Service  Journal, 
which  claims  to  have  seen  a  draft  copy 
of  the  Government's  plans.  A 'life  skills 
programme'  would  teach  teenagers 
first  aid  and  health  tips  such  as  recog- 
nising the  signs  of  meningitis. 

There  will  be  a  new  approach  to  the 
Government's  handling  of  health  and 
risk,  covering  topics  such  as  BSE  and 
the  contraceptive  pill.A  citizen's  panel 
will  act  as  a  sounding  board  and  a 


health  risk  line  will  provide  informa- 
tion on  health  scares.  The  Health 
Education  Authority  will  be  replaced 
by  a  Health  Development  Agency, 
which  the  journal  describes  as  a  pub- 
lic health  equivalent  of  the  National 
Institute  for  Clinical  Excellence,  pro- 
ducing evidence-based  guidelines  for 
health  programmes. 

The  article  says  that  the  four  priori- 
ty areas  for  action  -  accidents,  heart 
disease  and  stroke,  cancer  and  mental 
health  -  are  the  same  as  in  last  year's 
Green  Paper,  Our  Healthier  Nation,  but 
the  targets  are  tougher. 

A  DoH  spokeswoman  said  this  week 
that  the  White  Paper  was  expected 
shortly,  but  explained:  "We  never  com- 
ment on  leaked  documents." 


extending  the  pharmacist's  role. 

The  National  Pharmaceutical 
Association  has  made  a  similar  point 
(C&D  last  week,  p6),  suggesting  that 
pharmacists  should  be  able  to  pre- 
scribe certain  medicines  on  the  NHS 
for  common  ailments,  particularly  in 
deprived  areas. 

Both  the  RPSGB  and  PSNI  insist  that 
it  will  be  vital,  in  the  interests  of 
patient  safety,  to  give  pharmacists 
access  to  relevant  patient  medication 
records.  Without  this  access,  the 
RPSGB  cannot  envisage  the 
Government  achieving  its  goal  of  effec- 
tive teamworking  in  primary  care.  The 
electronic  interchange  of  information 
on  medication  would  be  particularly 
important  for  safe  dispensing  for 
patients  with  several  prescribes.  PSNI 
suggests  UK  citizens  should  have  a  sin- 
gle, life-long  medical  record  with  infor- 
mation available  to  all  health  profes- 
sionals involved  in  dependent  and 
independent  prescribing. 

Both  societies  accept,  with  reserva- 
tions, the  recommendation  that  pre- 
scribing and  supply  should  normally 
remain  separate  functions.  They  point 
out  that  community  pharmacists 
already  prescribe  and  supply  non-pre- 


scription medicines  safely  and  ethical- 
ly. PSNI  says  there  could  be  problems 
in  dependent  prescribing  which  need 
to  be  addressed,  while  the  RPSGB 
believes  that  integrated  patient  med- 
ication records  would  facilitate  audit 
and  probity  checks. 

The  Crown  report  recommends  that 
newly  authorised  prescribers  should 
not  normally  be  allowed  to  prescribe 
certain  medicines,  such  as  Controlled 
Drugs  and  children's  preparations. 
Both  societies  think  this  may  be  unnec- 
essarily restrictive.  PSNI  suggests  that, 
in  community  based  palliative  care, 
nurses  or  pharmacists  could  prescribe 
Controlled  Drugs  such  as  morphine 
sulphate  within  a  protocol. 

PSNI  adds  that  the  necessary 
resources  must  be  made  available  to 
implement  the  Crown  recommenda- 
tions, as  this  would  make  a  more  effi- 
cient health  service  in  the  future. 

The  RPSGB  also  says  that  pharma- 
cists acting  as  dependent  prescribers 
could  significantly  improve  the  repeat 
prescribing  process  which  accounts 
for  a  high  proportion  of  NHS  drug 
expenditure.  It  adds  that  NHS  repeat- 
able  prescriptions  should  be  intro- 
duced as  soon  as  possible. 


Superdrug  launches  glucose  testing  service 


Superdrug  has  launched  an  in-store 
blood  glucose  testing  service  this 
week  with  a  day's  free  testing  at  12 
branches  around  the  country. 

Diabetes  nurse  educators  from 
Roche  have  been  providing  the  ser- 
vice on  one  of  tour  davs  in  stores'  con- 


sulting rooms.  The  nurses  will  also 
train  pharmacists  to  carry  out  the 
tests,  which  will  cost  £4.99. 

Stores  with  extended  hours  have 
also  had  a  dietician  and  specialist  dia- 
betic nurse  on  hand  to  offer  advice  in 
the  evening. 
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Intranet  BNF  launched 


The  British  National  Formulary  is 
now  available  in  intranet  format. 

The  new  system  is  similar  to  the 
electronic  BNF  but  it  will  be  possible 
(at  a  later  date)  to  link  the  system  to 
other  prescribing  software.  It  can  also 
be  customised  after  September  using  a 
local  formulary  editor,  although  the 
main  text  cannot  be  altered. 

Two  separate  centres  have  devel- 
oped their  own  intranet  versions.  Both 
enable  access  to  BNF  information  via 
web  browsers.  The  leBNF  has  been 
developed  by  Quartet  Software 
Limited,  who  developed  the  CD  ROM 
version.  The  Clinical  and  Biomedical 
computing  Unit  of  Cambridge 
University  developed  the  WeBNE 

Different  arrangements  for  the  sup- 


ply of  data  and  software  will  apply  for 
each  version.  It  is  envisaged  that  cus- 
tomers' choice  of  software  will 
depend  largely  on  the  level  of  support 
required  and  the  hardware  installed  at 
their  sites. 

Cost  of  the  system  will  increase 
with  the  number  of  users,  but  will  be 
about  ±300  +  VAT  annually  for  an  aver- 
age size  GP  surgery.  This  charge 
includes  software,  data  and  support. 
Data  will  be  updated  every  six 
months,  with  the  new  BNF  issue. 

For  more  information  on  the 
Quartet  software,  contact  Barry 
Thomas  on  01335  370655. 

To  register  for  WeBNF  via  the  Pharm- 
aceutical Press,  contact  Simon  Boisseau 
or  Jane  Weir  on  0171  735  9141. 


Europe  calls  for  reduction  in  antibiotic  use 


European  scientists  have  called  for  an 
urgent  reduction  in  the  use  of  antibi- 
otics. Instead,  they  want  more  preven- 
tative measures  such  as  increasing  vac- 
cine uptake  to  be  adopted. 

"There  should  be  tighter  controls 
on  the  sale,  supply  and  distribution  of 
antimicrobials  through  enforcement 
of  legal  classification  mechanisms  in 
EU  member  states,"  recommends  the 
Scientific  Steering  Committee  of  the 
European  Commission.  Use  of  antimi- 
crobials in  human  medicine,  animal 
medicine,  animal  production  and  plant 
protection  should  be  only  in  accor- 
dance with  legislative  provisions.  "In 
particular,  the  use  of  combinations  of 
antimicrobials  should  be  discouraged." 

It  also  warns  that  action  should  be 
taken  to  eliminate  inducements, "espe- 


cially financial",  which  encourage 
inappropriate  use  of  antibiotics  and 
calls  for  guidelines  to  be  drawn  up 
matching  antimicriobial  with  infection 
to  prevent  inappropriate  or  unneces- 
sary use  of  antimicrobials. 

Among  other  proposals  are  to  devel- 
op education  programmes  at  under- 
graduate and  postgraduate  level  for 
health  professionals,  and  to  reduce  the 
risk  of  infection  by  implementing  vac- 
cination programmes,  encouraging 
better  home  hygiene  and  looking  at 
public  health  issues. 

In  theory,  no  EU  country  allows 
non-prescription  supply  of  systemic 
antibacterials  to  humans.  "It  is  appar- 
ent, however,  that  such  medicines  are 
available  through  pharmacies  in  some 
countries,"  it  says. 


RPSGB  presidential  process 
raises  transparency  concerns 


The  process  for  appointing  the  presi- 
dent of  the  Royal  Pharmaceutical 
Society  Council  has  raised  questions 
over  the  transparency  of  proceedings. 

According  to  the  official  report  of 
last  Wednesday's  Council  meeting, 
Christine  Glover  was  the  only  nomina- 
tion for  president,  and  the  vote  was 
"unanimous".  However,  it  is  under- 
stood that  an  election  took  place  in 
camera  on  Tuesday  at  which  Mrs 
Glover  beat  Hemant  Patel  "by  the  nar- 
rowest of  margins".  It  is  also  under- 
stood that  Mr  Patel  had  an  apparent 
majority  of  support  on  the  Council 


until  only  a  few  minutes  before  this 
secret  ballot  was  taken. 

Asked  on  Monday  if  she  thought 
that  it  was  appropriate  for  someone  to 
become  president  only  a  few  days 
after  being  elected  to  Council,  Mrs 
Glover  responded:  "You  will  have  to 
ask  Council,  who  voted  me  in." 

Explaining  why  she  had  stood  for 
president,  Mrs  Glover  said  there  were 
many  reasons,  but  "[in  the  elections  to 
Council]  I  felt  the  vote  I  got  was  suffi- 
cient mandate  for  having  a  bash  at  it". 
Mrs  Glover  had  the  third  highest  first 
preference  vote  after  Boots'  pharmacy 
superintendent  Digby  Emson  and 
Hemant  Patel.  All  three  were  elected  at 
the  first  stage. 

Asked  if  her  year's  absence  from  the 
Council  chamber  might  hinder  her  in 
approaching  such  issues  as  the  phar- 
macy strategy  being  developed  by  the 
Department  of  Health,  Mrs  Glover 
commented:  "I  do  not  have  any  prob- 
lem about  that  I  have  a  brilliant  staff  at 
Lambeth  and  I  worked  so  hard  as  vice 
president  ...At  the  end  of  the  day  it  was 
the  Council  who  decided." 

She  suggested  that  the  round  table 
strategy  is  at  a  stage  where  pharmacy 
proposals  are  beginning  to  be  discard- 
ed. "I  intend  to  see  they  go  through," 
she  said.  She  wants  to  make  sure  that 
the  profession  is  in  a  key  position  in 
the  health  service  as  it  evolves  and  has 
put  pharmacist  prescribing  high  on 
her  agenda:  "I  think  that  pharmacists 
being  able  to  prescribe  would  be  help- 
ful." 

In  her  year  away  from  Council,  Mrs 
Glover  chaired  the  Society's  commit- 
tee looking  into  drug  misuse.  She  also 
sold  her  pharmacy  business  to  Boots 


and  has  set  up  a  homoeopathic  prac- 
tice. Acknowledging  the  unusual  cir- 
cumstances of  her  election,  she  said: 
"I'm  sure  that  I  have  the  membership 
behind  me  and  I  look  forward  to 
working  with  all  the  members  of 
Council." 

Mr  Patel  was  "disappointed"  not  to 
have  continued  in  the  post  for  another 
year,  particularly  when  so  many 
changes  are  taking  place  in  the  profes- 
sion and  the  NHS.  Standing  down  as 
president,  he  wished  his  successor  bet- 
ter luck  than  he  had,  as  the  president 
needs  the  goodwill  of  the  people  to  be 
entrusted  with  implementing  Council 
policy,  and  it  was  Council  policy 
which  should  be  paramount. 

After  being  officially  nominated  for 
president  last  Wednesday  by  Gill 
Hawksworth  and  seconded  by  Ted 
Smith,  at  the  Council  meeting  of  May 
26,  Mrs  Glover  paid  tribute  to  Mr  Patel 
saying  that  he  had  had  a  unique  year 
and  had  put  his  whole  heart  into  the 
job. Without  doubt,  he  had  won  a  place 
in  the  history  of  pharmacy. 

She  also  referred  to  David  Allen, 
who  for  a  second  time  as  vice  presi- 
dent had  seen  his  hopes  of  becoming 
president  dashed.  Loss  of  office  must 
have  been  a  bitter  blow  for  him,  she 
said.  Mr  Allen  has  been  succeeded  by 
Marshall  Davies,  former  pharmacy 
superintendent  for  Boots. 

Last  year's  presidential  election  was 
also  controversial.  Mrs  Glover,  then 
vice  president,  resigned  from  Council 
after  Mr  Patel  replaced  Peter  Curphey 
as  president.  It  is  understood  that  at 
the  time  Mr  Patel  privately  offered  to 
stand  down  to  allow  Mrs  Glover  to 
stand  for  president. 


BRIEF 


Scottish  monthly  statistics 
There  were  4,414,982  prescriptions 
dispensed  in  Scotland  in  February, 
4,407,068  by  chemist  contractors, 
at  a  total  cost  to  the  Exchequer  of 
£47,390,947.  For  chemist  contrac- 
tors, the  ingredient  cost  per  prescrip- 
tion was  £9.1673,  dispensing  fees 
were  £0.9498  with  a  professional 
allowance  of  £0.3689  and  oncost  of 
£0.0017.  The  gross  total  per  pre- 
scription was  £10.6189  or 
£10.0020  net.  The  average  CD  fees 
cost  per  prescription  was  £0.0677. 

GP  allowed  to  prescribe  CDs 
The  Home  Office  Drugs  Branch  has 
lifted  Controlled  Drug  prescribing 
restrictions  imposed  in  1986  on  Dr 
Raja  Francis  Wannaku-Korale,  a 
practitioner  whose  registered 
address  is  2  Preston  Close,  Eccles, 
Manchester  M30  0DZ. 

Picture  caption  correction 
The  picture  accompanying  the  story 
about  Merton,  Sutton  &  Wandsworth 
HA  providing  £150,000  for  pharma- 
cy MDS  services  (C&D  June  5,  p4) 
was  that  of  Surgichem's  managing 
director,  Dr  Andy  Gitsham,  who  has 
acted  as  consultant  to  the  project 
and  not  Dr  Norman  Evans  as  stated. 

UniChem's  leaflet  helpline 
UniChem  has  launched  a  24  hour 
'Helping  hand'  helpline  for  patients 
to  obtain  healthcare  leaflets.  The 
recorded  message  invites  patients  to 
order  from  a  selection  of  seasonal 
leaflets  and  advises  them  to  visit  a 
pharmacy  for  further  advice.  The 
helpline  number  is  01 71  617  0800. 

Lloyds  announces  1999  Awards 

Lloydspharmacy  is  looking  for  its  four 
top  personnel,  including  best  phar- 
macist, for  the  1999  SB  Awards. 
Sponsored  by  SmithKline  Beecham. 
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ges  to  Drug 
Tariffs  announced 

Metformin  tablets  850mg  56s  and 
Pholcodine  Linctus  BP  5mg/5ml  will 
return  to  Category  A  of  Part  VIII  of  the 
Drug  Tariff  for  June  prescriptions,  says 
Pharmaceutical  Services  Negotiating 
Committee. 

Additions  to  Category  D  of  the  June 
Drug  Tariff  for  England  and  Wales  are: 
bendrofluazidc  tablets  2.5mg  500s;  ben- 
drofluazide  tabs  5mg  1,000s;  cinnar- 
izine  tabs  1 5mg  250s  (Cat  D  with  effect 
from  May  1);  co-amilofmse  tabs  5/40 
28s;  co-amilofruse  tabs  5/40  56s;  co- 
amilofruse  tabs  5/40  100s;  codeine 
phosphate  tabs  60mg  28s;  codeine 
phosphate  tabsoOmg  100s;  ferrous  glu- 
conate tabs  300mg  1,000s;  frusemide 
tabs  40mg  28s;  glibenclamide  tabs 
2.5mg  28s;  glibenclamide  tabs  2.5mg 
100s;  indomethacin  caps  25mg  500s; 
mebeverine  tabs  135mg  100s; 
mianserin  tabs  20mg  56s;  mianserin 
tabs  20mg  100s;  oxprenolol  tabs  80mg 
100s;  oxytetracycline  tabs  250mg 
1,000s;  spironolactone  tabs  25mg  500s; 
spironolactone  tabs  50mg  100s; 
spironolactone  tabs  lOOmg  100s;  tetra- 
cycline tabs  250mg  500s, 

The  Scottish  Pharmaceutical  General 
Council  has  issued  this  list  of  drugs  for 
which  the  PPD  will  accept  pharmacists' 
endorsements  during  June:  cimetidine 
tabs  400mg;  ciomipramide  caps  25mg; 
co-amilozide  tabs  2.5/25mg;  codeine 
phosphate  tabs  30mg;  co-tenidone  tabs 
50/12. 5mg  and  100/25mg;  diazepam 
tabs  5mg  and  lOmg;  dispoyiamide  caps 
lOOmg;  folic  acid  tabs  5mg;  frusemide 
tabs  40mg;  indomethacin  caps  25mg; 
labetalol  tabs  200mg;  mebeverine  tabs 
135mg;  mefenamic  acid  caps  250mg 
and  500mg;  metformin  tabs  500mg; 
metoclopramide  tabs  lOmg;  norethis- 
terone  tabs  5mg;  oxazepam  tabs  30mg; 
oxprenolol  tabs  20mg,  40mg  and  80mg; 
penicillamine  tabs  125mg;  pyridoxine 
tabs  10mg;terfenadine  tabs  60mg;tolbu- 
tamide  tabs  5()0mg;  trifluoperazine  tabs 
5mg;  and  Vitamin  B  Co  Tablets. 

8pc  take  0TC 
analgesics  daily 

Eleven  per  cent  of  people  who  take 
OTC  analgesics  at  least  once  a  year 
take  them  every  day,  according  to  a 
Health  Which?  survey. 

The  survey  of  2,050  British  people 
revealed  that  three-quarters  had  taken 
an  OTC  analgesic  at  least  once  in  the 
past  year.  It  was  this  group  of  people 
who  answered  the  other  questions. 
One  in  five  of  the  women  in  this  group 
take  analgesics  at  least  twice  a  week. 

The  most  popular  brand  was 
Nurofen,  taken  by  20  per  cent  of 
respondents,  followed  by  Anadin  with 
1 5  per  cent. 


More  for  Manpower  Committee 


The  Royal  Pharmaceutical  Society's 
Manpower  Committee  is  to  have  an 
extended  role  -  but  it  will  not  extend 
to  deciding  what  the  profession's  man- 
power should  be. 

Its  current  remit,  which  is  simply  to 
monitor  and  provide  manpower  infor- 
mation to  Council,  will  be  expanded  to 
"enhanced  monitoring,  profiling  of 
pharmacist  sub-populations  and  future 
pharmacists,  and  scenario  planning  ". 

Council  decided  at  this  months 
meeting  to  convene  a  working  party  to 
define  the  extended  role  and  revised 
committee  structure.  It  will  also  con- 
sider whether  to  employ  someone 
with  expertise  in  human  resource  man- 
agement to  support  the  committee. 

Vice-president  Marshall  Davies  said 
the  present  committee  merely  report- 
ed on  the  status  and  number  of  phar- 
macists. Although  the  aim  was  to 
increase  significantly  the  committee's 
role,  it  was  beyond  anyone's  capability 
to  determine  what  the  exact  manpow- 
er should  be.  Various  people  had 
sought  to  predict  the  demand  for  phar- 
macists and  all  had  failed. 

The  new  Manpower  Committee 
would  become  a  centre  of  excellence 
to  advise  on  the  possible  supply  and 
demand  for  pharmacists.  New  exper- 
tise, investment  in  staff  and  changes  in 
practices  would  be  required.  Enhanced 
monitoring  of  the  numbers,  as  well  as 
factors  that  could  affect  supply  and 
demand,  would  be  needed.  The  group 
would  have  to  define  the  dynamics  of 
the  pharmacist  population, so  numbers 
could  be  related  to  different  patterns  of 
employment  and  levels  of  demand. 

The  group  would  meet  regularly, 
perhaps  quarterly,  and  would  possibly 
include  a  lay  member,  he  said.  The  aim 
was  to  take  a  long-term  strategic  view 
of  demand  for  pharmacists.  It  should 
help  educators,  health  service  policy 
makers,  individual  employers  and  phar- 
macists, and  help  shape  the  nature  and 
content  of  the  profession  in  the  future. 

Professor  Clare  Mackie  said  Council 
would  look  to  the  group  for  support  in 
making  a  case  for  an  increase  in  the 
number  of  funded  places  in  pharmacy 
schools.  There  was  no  problem  with 
recruitment  into  schools;  the  issue  was 
one  of  capped  numbers. 

A  symposium  will  take  place  in  July 
on  strategies  to  cope  with  the  present 


state  of  the  pharmacy  labour  market 
and  on  the  future  of  manpower  plan- 
ning. The  invited  audience  will  have  a 
particular  interest  in  manpower. 
Special  interest  groups  Council 
approved  recommendations  to  make 
the  Society's  membership  groups 
more  valuable  to  their  members  and  to 
the  Society.  Several  of  the  decisions 
will  be  reviewed  after  two  years. 
These  included: 

#  the  core  functions  of  the  groups 
and  their  committees  should  be  to  fos- 
ter special  interests,  to  represent 
group  members,and  to  be  a  source  of 
expertise  and  policy  ideas 

•  membership  of  the  Hospital 
Pharmacists'  Group  should  be  open  to 

Fees  up  in  January 

The  Royal  Phatmaceutical  Society's 
Council  has  approved  increases  in 
statutory  fees  of  around  3  per  cent. 
On  January  1,  2000,  the  members' 
full-time  retention  fee  will  rise  from 
£134  to  £138  and  the  premises 
retention  fee  from  £87  to  £90. 


any  pharmacist  with  an  involvement 
in  the  secondary  or  tertiary  care  sector 

•  the  Industrial  Pharmacists'  Group 
should  become  the  Industrial  and 
Technical  Pharmacists  Group,  with 
membership  extended  to  those 
engaged  in  quality  control,  production 
or  drug  regulatory  functions 

•  the  boundaries  of  the  Agricultural 
and  Veterinary,  Academic  and  Pharma- 
ceutical Sciences  Groups  should 
remain  unchanged 

•  the  Society  should  look  into  the 
possibility  of  forming  a  group  for  pre- 
registration  tutors 

®  all  group  committee  elections 
should  take  place  at  about  the  same 
time  of  year,  not  concurrent  with 
Council  elections,  and  results  should 
be  announced  at  the  BP  Conference. 

Council  asked  the  working  group  to 
consider  further  its  proposals  to 
broaden  the  membership  criteria  for 
the  Community  Pharmacists'  Group.  It 
felt  that  the  rapid  pace  of  change  in 
primary  care  required  the  group  struc- 
ture to  be  able  to  deal  with  the  differ- 
ent roles  emerging  for  pharmacists  in 
that  sector. 


Dispensing  training  still  on  for  2005 


Council  reaffirmed  its  decision  that,  by 
January  2005,  it  should  be  a  profession- 
al obligation  that  all  dispensing  staff 
should  be  appropriately  trained  and 
that  standard  operating  procedures 
(SOPs)  should  be  in  place  in  all  phar- 
macies. But  Council  has  agreed  to  work 
with  the  National  Pharmaceutical 
Association  on  introducing  SOPs. 

The  NPAs  board  of  management  is 
totally  opposed  to  mandatory  training, 
but  the  two  bodies  put  forward  joint 
proposals  which  Council  agreed  last 
week.These  are  that: 

•  the  two  should  work  together  to 
assess  the  effect  of  SOPs  in  practice 

•  SOPs  should  provide  the  basis  for 
identifying  training  needs 

•  other  logistical  issues  should  be 
identified 

®  the  minimum  training  standard 
requirement  should  be  identified. 

When  discussing  whether  Council 
should  review  its  agreement  in  princi- 
ple that  a  minimum  standard  should 
be  introduced  as  a  professional  obliga- 


tion, Peter  Curphey  suggested  that  the 
NPA  would  be  satisfied  with  nothing 
less  than  a  reversal  of  Council's  origi- 
nal decision.  Only  if  Council  was  pre- 
pared to  go  back  on  this  should  the 
matter  be  debated  again. 

David  Allen  agreed  it  was  not  a  prop- 
er use  of  Council's  time  to  review  the 
issue,  but  said  the  Society  should  be 
prepared  to  go  into  discussions  with 
the  NPA  with  a  totally  open  mind. 
Gordon  Appelbe  said  the  Society,  as 
the  professional  body,  set  the  stan- 
dards. It  was  illogical  to  have  a  training 
programme  for  counter  assistants  if 
there  were  no  minimum  standards  for 
dispensing  assistants  who  also  han- 
dled medicines. 

The  president,  Christine  Glover,  said 
that  clinical  governance  made  it 
important  to  have  standards  in  place. 
Hemant  Patel  reminded  Council  of  the 
need  to  work  with  the  NPA.  There 
were  important  points,  such  as  where 
the  money  would  come  from  to  pay 
for  training. 


Drug  donations  for  Kosovans  must  follow  guidelines 


Drug  donations  for  Kosovan  refugees 
must  follow  guidelines  and  local  gov- 
ernments' requirements  in  order  to 
improve  access  to  drugs  and  avoid 
inappropriate  donations,  says  the 
World  Health  Organization. 

Some  relief  cargoes  have  been  sent 
without  prior  notice  or  clearance  and 
are  forwarded  to  camps  ill  equipped  to 


manage,  store  or  distribute  them.  This 
may  lead  to  stockpiling  of  drugs  which 
will  become  unfit  for  use. 

Measures  to  ensure  co-ordination  of 
donations  are  being  taken  by  the 
national  authorities  with  WHO  sup- 
port.They  are  carrying  out  evaluations 
of  supplies  and  refugees'  health  needs. 
For  further  information  contact: 


Albania  -  Commission  for  Human- 
itarian Aid.  Tel/fax:  +355  42  64  636  or 
+355  42  64  632. 

•  Federal  Republic  ofYugoslavia  (Serbia, 
Montenegro)  -  Dr  Ljubica  Dragisic,  Red 
Cross.Tel:+381  11  624  352. 

•  Macedonia  -  Professor  Dragan 
Danilovski,  Ministry  of  Health.Tel:  +389 
91  113014. 
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Topical  Reflections 


HOSPITAL  REPORT 


Would  IT  improve 
prescribing? 

The  first  hospital  electronic  prescrib- 
ing pilot  in  Scotland  was  in  Aberdeen 
in  the  late  1980s.  It  was  not  particular- 
ly successful.  Only  a  handful  of  hospi- 
tals currently  use  electronic  prescrib- 
ing -  the  Ayr  Hospital  is  one  of  them. 

Over  95  per  cent  of  prescriptions  in 
hospitals  are  written  by  junior  medical 
staff  There  are  many  transcriptions, 
and  errors  inevitably  creep  in.  Would 
an  electronic  prescribing  system 
improve  this  situation? 

Electronic  prescribing  has  its  risks. 
Patient  safety  is  a  paramount  consider- 
ation and  such  a  process  will  involve 
new  technology  and  new  processes. 
Staff  may  be  reluctant  to  use  IT;  accep- 
tance of  an  electronic  signature  is 
legally  untested;  and  the  new  system 
may  introduce  different  risks. 

Benefits  include  a  much  improved 
prescription  document  that  is  always 
accessible,  and  new  patients  and  new 
prescriptions  are  highlighted. 

In  the  Ayr  Hospital  an  orthopaedic 
trial  site  was  used.  However,  pre- 
op  and  post-op  rooms,  pharmacy, 
theatres,  A&E  and  the  IT  department 
all  required  access  to  the  system,  too. 


"The  culture  shift 
that  is  necessary 
should  not  be 
underestimated" 


There  were  some  problems  with 
the  local  area  network  and  the  soft- 
ware, and  there  is  still  a  problem  with 
prescribing  at  a  pre-admission  clinic, 
where  the  system  wants  to  administer 
medication  as  soon  as  it  is  prescribed. 

Feedback  from  pharmacy  and  nurs- 
ing staff  was  positive,  but  medical  staff 
are  not  so  enthusiastic  They  tend  to  be 
occasional  users  of  the  system  and  find 
that  prescribing  takes  longer  than  the 
old  manual  operation.  Exceptions  to 
this  would  be  prescribing  from  proto- 
cols, including H pylori  eradication. 

However,  is  it  at  least  as  safe  as  the 
paper  system?  A  before  and  after' com- 
parison of  the  accuracy  of  prescrip- 
tions showed  a  significant  improve- 
ment The  quality  of  the  immediate  dis- 
charge prescriptions  also  increased. 
Prescribing  error  rates  dropped  slight- 
ly and  drug  administration  errors  fell. 

The  system  does  have  a  future.  But, 
although  an  electronic  patient  record 
by  2003  is  part  of  the  national  IT  strat- 
egy, the  culture  shift  that  is  necessary 
should  not  be  underestimated. 
Contributed  by  a  senior  hospital 
pharmacist 


Where  do  you 
draw  the 

professional  line? 

The  tact  that  the  Department  of  Health 
has  been  sitting  for  two  years  on  a 
report  that  demonstrates  the  value  of 
pharmacist  interventions  to  correct 
prescription  errors  neither  surprises 
nor  concerns  me  (C&D  June  5,  p5). 

The  report's  conclusions  quantify 
what  I  already  practise  every  day,  but 
it  does  not  identify  how  to  change  the 
present  remuneration  system  to 
recognise  this  involvement  by 
pharmacists.  At  the  moment  the  DoH 
confidently  expects  that  we  will  raise 
any  concerns  about  a  prescription 
with  the  prescribcr  and  that  the 
appropriate  action  will  be  taken. 

I  accept  that  these  interventions 
often  result  in  a  loss  of  dispensing  fee 
income,  but  it  is  a  professional 
responsibility  that  I  have  always 
assumed  to  be  a  part  of  my 
professional  practice. 

To  change  the  system  to  reward 
interventions  would,  once  again,  lead 
us  down  the  path  of  patient 
registration.That,  in  turn,  could  lead 
to  the  pharmacists  developing  that 
arrogance  which  some  in  medical 
practice  are  accused  of. 

Community  pharmacists  have 
always  trod  the  difficult  path  of 
balancing  professional  responsibilities 
with  commercial  imperatives,  but 
when  a  proper  balance  is  achieved, 
both  functions  become  mutually 
beneficial. 

(ioodwill  is  an  asset  that  is  difficult 
to  quantify,  but  in  a  competitive 
environment  patients  reserve  the 
right  to  vote  with  their  feet  and  this 
then  becomes  the  ultimate 
determinant  for  success. 

Good  advice  or  a  treatment 
intervention  may  reduce  the 
dispensing  fee,  but  when  seen  by  the 
patient  to  be  in  his  or  her  best 
interest  it  generates  loyalty  and 
increases  goodwill 

I  recently  spent  1 5  minutes  with  an 
elderly  asthmatic  gentleman 
explaining  why  I  thought  a  cough 
mixture  was  not  in  his  best  interests 
and  how  more  efficient  use  of  his 
inhalers  might  be  more  constructive. 

I  received  no  immediate  financial 
reward  for  my  effort,  but  a  few  days 
later  he  returned  to  thank  me  and  to 
say  his  cough  was  improving.  His 


thanks  was  my  professional  reward, 
but  I  also  know  that  I  have  gained  a 
customer  whose  lifelong  loyalty  will 
eventually  produce  its  own 
worthwhile  financial  return. 

A  halfway  house  to 
proper  medicine 
management 

I  was  delighted  to  read  that 
pharmacists  in  Merton,  Sutton  & 
Wandsworth  are  to  be  properly 
remunerated  for  providing  monitored 
dosage  systems  to  selected  patients. 
However,  the  use  of  MDS  is  only  half 
the  story  in  an  extension  of  pharmacy 
practice  that  has  yet  to  be  properly 
recognised  (C'e-DJune  5,p4). 

Monitored  dosage  systems  are 
simply  an  extension  of  our  supply 
role,  and  a  tool  that  may  be  useful  in 
improving  the  medicines 
management  of  selected  patients.  But 
they  will  not  necessarily  improve 
health  outcomes  by  themselves.This 
requires  a  far  greater  in-depth 
contribution  by  pharmacists  to  the 
care  plan  of  individual  patients. 

In  pilot  schemes  that  have  been 
evaluated  elsewhere  in  the  country, 
where  pharmacists  have  also 
provided  clinical  input,  quantifiable 
health  gains  have  been  demonstrated. 

I  am  sure  the  evaluation  of  the 
Merton,  Sutton  &  Wandsworth 
scheme  will  confirm  the  usefulness  of 


MDS  for  identified  patients,  but  it  is 
the  principle  of  pharmacist 
involvement  in  total  domiciliary 
medicines  management  schemes  that 
I  would  prefer  to  see  accepted  and 
funded. 

Too  diplomatic? 

I  think  the  editor  was  too  diplomatic 
in  his  Comment  last  week.  The 
sudden  departure  of  Hemant  Patel 
after  only  one  year  as  president  of  the 
Royal  Pharmaceutical  Society  is  not 
only  sad  news  but  potentially  bad 
news  for  pharmacy. 

His  year  of  office  was  like  a  breath 
of  fresh  air  and  as  a  member  of  the 
rank  and  file  I  was  looking  forward  to 
his  continuing  refreshing  influence. 
But  the  establishment  seems  once 
again  to  have  closed  ranks  and 
asserted  its  dominance. 

Whether  Christine  Glover  will 
confound  the  pundits  remains  to  be 
seen.The  profession  will  hold  its 
breath  in  anticipation,  but  in  Hemant 
she  has  a  hard  act  to  follow. 

PS ... 

My  previous  editor  has  been  raised  to 
the  ranks  of  the  exalted.  I  have  already 
privately  congratulated  John  Skelton 
for  being  designated  a  Fellow  of  the 
Royal  Pharmaceutical  Society,  but  I 
would  also  like  to  publicly 
congratulate  him  on  achieving  this 
well  deserved  honour. 
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..well  help  you  take  the 
heave-ho  out  of  hosiery 


Whether  you're  preventing  venous  leg  ulcers  or  varicose  veins  in  pregnancy.* 
Scholl  Softgrip  stockings  are  Britain's  No.1  compression  hosiery  choice. 


Scholl 


We  know  that  comfort  is  essential  for  compliance,  so  we  give  you 
our  help  as  well  as  our  hosiery  -  all 
designed  to  make  the  Softgrip 

experience  less  effort  and  more 
||  effective. 

',&jgBEr         Sertoli's  unequalled  hosiery 

expertise  is  distilled  for  the 
r        professional  and  the  patient  in  fitting 

guides,  exercise  videos  and  much  more  - 
why  not  prescribe  Softgrip  and  find  out  how 
much  more  we  can  offer  you? 

Softgrip 


Class  I 


/  Class  II 

I / 

Class  1 

'  Softgrip 

1    CLASS  III  / 

;    TBIEH  tfHGIM  / 

/  A 

TOFT  HALL .  KNUTSFORD. 
CHESHIRE  WA16  9PD.  ENGLAND 
TEL  01545-624  000 
FAX  01565-424  001 


The  Professional's  Choice... The  patient's  favourite 

For  information  ring  Medical  Marketing  on  01565  624  157  or  Email  med-marketing@seton-scholl.com 

"Class  I  is  recommended  for  the  treatment  of  mild  varicose  veins  including  these  occuring  during  pregnancy  whilst  Classes  II  and  III  are 
recommended  for  the  treatment  and  prevention  of  medium  to  severe  varicosities  and  for  the  prevention  of  venous  ulceration  (Drug  Tariff  May  1999) 


Softgrip  and  Scholl  are 
Trade  Marks  of  Seton  Schc 


First  of  a  new  generation  of  NSAID 


Vioxx  (rofecoxib)  is  the  first  of  a  new 
generation  of  highly  specific  non- 
steroidal anti-inflammatory  inhibitors 
which  offer  effective  pain  relief  with 
minimal  gastro-intestinal  side  effects. 

Merck  Sharp  &  Dohme  s  Vioxx 
exclusively  inhibits  cyclo-oxygenase-2 
(COX-2)  to  control  pain  and  inflamma- 
tion without  inhibiting  cydo-oxyge- 
nase-1  (COX-1).  It  is  the  inhibition  of 
COX-1  that  leads  to  the  widely  recog- 
nised gastro-intestinal  side  effects  of 
NSAIDs. 

Although  other  COX-2  selective 
NSAIDs  are  already  available,  they  still 
exhibit  some  COX-1  inhibition. 
Rofecoxib,  on  the  other  hand,  shows 
•no  such  inhibition  even  at  80  times  the 
recommended  dose.  This  means  seri- 


ous gastro-intestinal  side 
effects  such  as  stomach 
ulcers  and  bleeding  are 
minimal. 

Rofecoxib  is  licensed 
for  the  symptomatic 
relief  of  osteoarthritis, 
which  affects  5  million 
people  in  the  UK.  The 
recommended  starting 
dose  is  12.5mg  once 
daily  but  this  may  be 
increased  to  a  maximum 
25mg  once  daily  if  required. The  drug 
can  be  taken  with  or  without  food. 

Studies  have  shown  that  a  single 
dose  of  rofecoxib  12.5mg  daily  is  as 
effective  at  controlling  pain  as  ibupro- 
fen  800mg  three  times  over  six  weeks, 


Sustiva  offers  simple  once 
daily  dose  for  HIV/AIDS 


Sustiva  (efavirenz)  is  a  new  once  daily, 
long-acting  anti-retroviral,  which 
promises  to  simplify  dosing  for 
patients  with  HIV/AIDS. 

Efavirenz  is  a  non-nucieoside 
reverse  transcriptase  inhibitor 
(NNRTIs)  of  HIV- 1,  which  is  indicated 
for  combination  therapy  in  adults  and 
children  aged  three  and  over.The  adult 
dose  is  600mg  once  daily  taken  with  a 
protease  inhibitor  and/or  nucleoside 
analogue  transcriptase  inhibitors 
(NRTIs)  In  children  the  dose  depends 
on  body  weight.  Efavirenz  can  be 
taken  with  or  without  food,  again 
adding  to  patient  convenience. 


Each  hard  capsule  contains: 
efavirenz  200  mg, 
colounng  matter  E172, 
E120.  E132,  E171  and 
other  exctpients. 

90  Hard  Capsules 

;  Oral  use 


?  Trademark  ot  DuPont 
Pharmaceuticals  Company 


The  drug's  once  daily  dosing  is  due 
to  its  long  half-life  (40-55  hours), 
which  also  results  in  effective  doses 
being  sustained  in  the  blood  at  the 
time  of  the  next  dose,  eliminating  gaps 
or  breakthrough  in  therapy  and  reduc- 
ing the  likelihood  of  resistance. 

The  flexibility  of  efavirenz  means  it 
can  be  used  with  different  combina- 
tions of  anti-retrovirals  and  in  both 
naive  and  experienced  users  of  these 
drugs. 

Efavirenz  is  also  a  potent  and 
durable  anti-retroviral.  Efavirenz  pene- 
trates and  reduces  the  viral  load  of 
sanctuary  sites  of  semen  and  vaginal 
fluid  as  well  as  the  cerebrospinal 
fluid.  The  drug  was  also  found  to  be 
effective  even  at  high  baseline  viral 
load. 

The  main  side  effects  are  related  to 
nervous  system  symptoms,  but  these 
are  minimised  if  the  daily  dose  is  taken 
at  bedtime.  These  are  vague  and  have 
included  light  headedness  and  lethar- 
gy and,  more  rarely,  depression.All  side 
effects  are  generally  mild  and  tran- 
sient, appearing  within  the  first  few 
days  and  usually  resolving  within  a 
month. 

Sustiva  comes  in  three  strength  cap- 
sules: 50mg  (30,  £19.60),  lOOmg  (30, 
£39.15)  and  200mg  (90,£234.65). 
DuPont  Pharmaceuticals  Ltd. 
Tel:  01438  842500. 


or  diclofenac  50mg  three 
times  a  day  over  12 
months,  as  judged  by 
patients  and  their  doc- 
tors. 

Although  the  risk  of 
GI  side  effects  are  min- 
imised with  rofecoxib 
they  have  not  been  elim- 
inated and  the  drug  is 
contra-indicated  in 
patients  with  peptic 
ulcers  and  or  GI  bleeds. 
Also  GI  perforations,  ulcers  and  bleeds 
(PIIBs)  were  still  seen  in  some  patients 
although  this  risk  was  far  smaller  than 
with  non-selective  COX  inhibitors. 
Patients  with  a  history  of  PUBs  and 
those  over  65  years  were  at  greatest 

Impotence 
guidelines  put 
emphasis  on 
care 


general  practitioners  are  best  placed 
to  manage  erectile  dysfunction  (ED), 
according  to  a  panel  of  primary  and 
secondary  care  doctors.  They  have 
published  their  new  nationally- 
endorsed  clinical  guidelines  on  ED  in 
Prescriber. 

Clive  Gingell,  consultant  urologist 
and  chairman  of  the  guidance  panel, 
said  secondary  care  specialists  have 
over  the  past  12  months  agreed  that 
erectile  dysfunction  was  best  managed 
in  primary  care.This  is  backed  by  a  sur- 
vey conducted  last  year  by  the  British 
Association  of  Urological  Surgeons 
which  revealed  that  78  per  cent  of 
consultant  urologists  felt  that  ED 
could  be  managed  initially  in  general 
practice. 

Guidance  on  the  management  of 
erectile  dysfunction  in  primary  care' 
has  been  produced  by  a  multi-discipli- 
nary panel  of  GPs  and  secondary  care 
doctors.  The  ED  Guidance  paper  car- 
ries clear  practical  directions  which 
are  relevant  to  the  assessment  and 
management  of  all  patients  with  ED 
regardless  of  cause.  The  Guidance  will 
complement  the  structured  national 
and  regional  training  programmes 
which  are  currently  underway  for  GPs. 

Copies  of  the  guidelines  can  be 
obtained  by  writing  to  Clive  Gingell, 
PO  Box  5315,  London  W6  0 WZ. 


risk  of  these  side  effects. 

Vioxx  comes  in  12.5mg  and  25mg 
tablets  (28,  basic  NHS  price  £21.58) 
and  12.5mg/5ml  and  25mg/5ml  sus- 
pension (150ml, £23. 12). 

Trials  are  now  underway  looking  at 
rofecoxib  in  rheumatoid  arthritis. 
Merck  Sharp  &  Dohme  Ltd. 
Tel:  01992  467272. 


IN  BRIEF 


New  high  dose  Rebif 

A  new  high  dose  Rebif  (beta  interfer- 
on-! a)  has  been  launched  for  relaps- 
ing remitting  multiple  sclerosis.  The 
new  44mcg  strength  is  twice  that  of 
standard  Rebif  (22mcg)  but  is  only 
1.3  times  the  cost.  Three  pre-filled 
syringes  have  a  basic  NHS  price  of 
£243  and  12  cost  £972.  The  dose  is 
given  three  times  a  week.  High  dose 
Rebif  has  been  shown  to  reduce  the 
frequency  and  severity  of  relapses, 
slow  the  progression  of  disability  and 
reduce  the  burden  of  the  disease. 
Serono  Laboratories  (UK)  Ltd.  Tel: 
01707  331972. 

Fosamax  licence  extended 

Fosamax  (alendronate)  has  had  its 
licence  extended  to  include  the  pre- 
vention of  fractures.  Newly  published 
data  shows  that  alendronate  almost 
halved  the  incidence  of  non-vertebral 
fractures  (eg  of  wrist  and  hip)  within  a 
year  and  significantly  reduced  bone 
mass  density  after  just  three  months. 
Merck  Sharpe  &  Dohme  Ltd.  Tel: 
01992  467272. 

Corlan  out  of  stock  long-term 
Corlan  Pellets  will  shortly  be  out  of 
stock  with  new  supplies  not  expect- 
ed before  November  this  year.  The 
shortage  is  blamed  on  serious  prob- 
lems with  sourcing  raw  materials. 
Medeva  Pharma  Ltd.  Tel:  01372 
364000. 

Relenza  approved  in  EU 
Relenza  (zanamivir),  the  first  neu- 
raminidase inhibitor  for  the  treat- 
ment of  flu,  has  been  approved  in 
the  European  Union.  It  works  by 
inhibiting  the  spread  of  the  virus 
from  one  cell  to  another  in  the  respi- 
ratory tract.  Relenza  is  delivered  by 
an  inhaler  direct  to  the  airways. 
Glaxo  Wellcome  pic.  Tel:  0171  493 
4060. 
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Nivea  helps 


while  you  sleep 

Beiersdorf  is  introducing  a  new  anti- 
ageing  night  cream  in  its  Nivea  Visage 
range. 

Nivea  Visage  Anti-Wrinkle  QH) 
Repair  Night  Creme  is  formulated  to 
help  combat  the  ageing  process  while 
you  sleep. 

The  product  contains  co-enzyme 
Q10  to  help  wrinkle  reduction  and  to 
improve  skin  elasticity  and  firmness. 
Other  ingredients  include  vitamin  A, 
macadamia  nut  oil  and  shea  butter. 

The  company  claims  that  skin 
elasticity  is  improved  after  two 
weeks,  the  depth  of  lines  and 
wrinkles  is  visibly  reduced  and  the 
appearance  of  new  wrinkles  is 
delayed  within  six  weeks. 

Retail  price  is £8.49  for  50ml. 
Beiersdorf  UK  Ltd. 
Tel:  0121  327  4750. 

Fresh  breath  away 
from  home 

Finders  International  is  introducing  a 
trial/travel  size  of  its  Fresh  n  White- 
breath  freshener. 

The  small  1  Sml  plastic  bottle  is  a 
convenient  size  to  take  away  on 
holiday. The  product  is  a  clear  liquid 
containing  Dead  Sea  salts  and 
minerals.The  minerals  attack  the 
bacteria  that  cause  bad  breath. 

Retail  price  is  £0.99. 
Kent  Cosmetics  Ltd. 
Tel:  01622  859898. 


Braun  shavers  -  at 
the  cuttin 


Braun  has 
updated  its  Flex 
Integral  shavers 
range  to 
increase  its 
appeal  for 
established  and 
new  users. 

The  new 
6015  Ultra 
Speed  Flex 
Integral  cord 
only  mains 
shaver  has  been 
launched  to 
offer  Ultra 
Speed 

technology  to 
users  who 
prefer  a  mains 
only  system. 

Featuring  an 
Ultra  Speed  motor  designed  with  a 
faster  cutting  action,  this  shaver  has 
an  extendible  trimmer  and  can  be 
used  for  combination  shaving.  It 
comes  in  a  sophisticated  metallic 
grey  and  retails  at  £84.99. 

The  5010  Milana  cord  only  mains 
model  (rsp  £44.99)  now  features  a 
stylish  3-D  green  finish  and  the  5414 
Milana  mains  rechargeable  model 
(£69  99)  now  comes  in  3-D  blue. 
•  Braun  has  refined  its  shaver  and 
cutters  replacement  range  so  that 


Win  a  break  away  for  pharmacy  staff 


Coloplast  is  offering  pharmacy  staff 
the  chance  to  win  a  weekend  break  to 
Alton  Towers,  Blackpool  or  London,  if 
they  correctly  explain  what  the 
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Compeed  Hydro  (Aire  System  is  to 
mystery  shoppers  posing  as 
customers. 

Starting  on  June  14,  mystery 
shoppers  will  visit  1 50  pharmacies 
and  ask  for  advice  on  footcare.  If  the 
staff  clearly  explain  the  benefits  of  the 
system,  they  instantly  win  a  free 
Compeed  T-shirt  and  are  entered  into 
a  competition  to  win  a  break. 

The  best  1 3  pharmacies  will  win  a 
staff  party  and  the  best  overall  will 
win  a  break  for  up  to  six  people. 

A  staff  training  leaflet  has  already 
been  mailed  to  pharmacies. 
Coloplast  Ltd. 
Tel:  01733  392000. 


retailers  need  only  stock  eight  SKUs 
to  meet  all  consumer  demands.The 
range  now  includes  combination 
foil/cutters  packs  and  foil-only 
packs.  Separate  cutter  block  packs 
have  been  discontinued. 

Eye-catching  new  backing  cards 
have  been  designed  to  clearly 
communicate  the  recommended  18- 
month  replacement  cycle  for  both 
foil  and  cutters. 
Braun  (UK)  Ltd. 
Tel:  0870  6085555. 


It's  a  natural  for 
Colour 


Olay 


Procter  &  Gamble  will  introduce  a 
tinted  moisturiser  for  women  who 
like  the  no  make-up  look'  in  its 
Olay  Colour  range  in  August. 

Olay  Colour  Luminesse  Tinted 
Moisturiser  (rsp  £8.99)  will  be 
available  in  three  shades  -  Light, 
Medium  and  Dark  -  to  blend 
naturally  with  all  skin  types. 

The  formulation  contains  Olay's 
Illume'  moisture  boost  system, 
UVA/UVB  sunscreen  (SPF  15)  and 
vitamin  E  to  protect  the  skin 
against  environmental  damage. 
Procter  &  Gamble  UK. 
Tel:  01932  896000. 


Cutex  colour  'n' 
care  at  your 
fingertips 

Coty  will  introduce  French  manicure 
shades  in  its  Cutex  nailcare  range  in 
mid-July. 

Cutex  French  Manicure  Sheers  are 
the  first  shades  in  the  Cutex  range  to 
combine  subtle  colour  with  caring 
benefits  for  nails. 

Each  of  the  three  shades  -  Rose 
Petal,  Peach  Breeze  and  White 
Gardenia  -  give  an  elegant  sheen  with 
a  tint  of  barely  there' colour. 

The  products  are  formulated  with  a 
blend  of  polymers  designed  to 
protect  and  harden  the  nails  and,  with 
regular  use,  help  prevent  splitting  and 
chipping. 

One  coat  gives  a  transparent  hint  of 
colour,  while  an  increased  density  of 
colour  can  be  achieved  by  the 
application  of  two  or  three  thin  coats. 

Retail  price  is £3.49  for  12ml. 
Coty  (UK)  Ltd. 
Tel:  0181  971  1300. 

Addiction  launch 
for  the  girls 

Elida  Faberge  is  launching  two  new 
female  fragrances  in  its  unisex 
Addiction  range. 

Targeted  at  females  aged  18-25,  the 
new  variants  -  Rush  and  Pulse  -  have 
been  developed  with  top  fragrance 
expert  Ann  Gottlieb,  who  created 
Calvin  Klein  fragrances  cK  One  and 
cK  Be.  Both  fragrances  are  designed 
to  reflect  the  liberated  and  sexy 
image  of  Addiction. 

Pulse  has  fresh  top  notes  of  citrus 
fruits  and  green  pear  with  a  gentle 
aroma  of  jasmine  and  vanilla.  Rush 
combines  floral  top  notes  of  jasmine 
and  warm  middle  notes  of  musky 
amber  with  sandalwood  and  cedar. 

Retail  prices  are  £2. 35  for 
bodyspray  (75ml)  and  £9.30  for  edt 
(50ml). 

•  New  brand  positioning  is  being 
introduced  for  the  Addiction  range 
which  comprises  four  variants  -  two 
for  men  (Spice  Fire  and  Wild  Ginger) 
plus  the  two  new  women's  fragrances. 

Elida  Faberge  is  currently  offering 
independents  a  third  off  on  packs  in 
a  limited  promotion. 
Elida  Faberge. 
Tel:  0181  481  6000. 
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Can  once  be  enough  to  cool 
and  clear  thrush  fast? 


.ROTHES  &  cUA:l™,i,J1... 


With  new  Canesten  it  can* 


Now  Once  is  enough  to  cool  and  clear  thrush  fast 
without  interactions.  Millions  of  women  already 
use  clotrimazole  cream  to  relieve  thrush  symptoms, 
so  the  soothing  Once  formulation  makes  it  the  ideal 


recommendation  for  those  whod  prefer  a  single-dose, 
non-systemic  cream  treatment.  In  trials,  79%  of  first 
time  Once  users  said  theyd  definitely  use  it  againl 
It  has  never  been  easier  to  recommend  Canesten. 


Product  Information.  Canesten"  Once  contains  clotrimazole  10%  Indications:  Tieatment  of  candidal  vaginitis  Dosage  and  Administration  Adults:  Insert  the  contents  of  the  filled  applicator 
(5g)  mtravagmally  Children:  Paediatnc  usage  is  not  recommended  Contra-indications:  Hypersensitivity  to  clotrimazole  Warnings  and  Precautions:  A  physician  should  be  consulted  if  this  is  the  first 
time  the  patient  has  experienced  symptoms  of  candidal  vaginitis  or  if  any  of  the  following  are  applicable:  more  than  two  infections  of  candidal  vaginitis  in  the  last  six  months;  previous  history  of  or 
exposure  to  partner  with  a  sexually  transmitted  disease,  piegnancy  or  suspected  pregnancy;  aged  under  16  or  over  60  years;  known  hypersensitivity  to  imidazoles  or  other  vaginal  anti-fungal  products 
Medical  advice  should  be  sought  if  the  patient  has  any  of  the  following  symptoms  irregular  vaginal  bleeding,  abnormal  vaginal  bleeding  or  a  blood-stained  discharge,  vulval  or  vaginal  ulcers,  blisters  or  sores, 
lower  abdominal  pain  or  dysuria,  any  adverse  events  such  as  redness,  irritation  or  swelling  associated  with  the  treatment;  fever  or  chills;  nausea  or  vomiting;  diarrhoea;  foul  smelling  vaginal  discharge 
If  no  improvement  in  symptoms  is  seen  after  seven  days,  the  patient  should  consult  their  doctor  Side-effects:  Rarely,  local  mild  burning  or  irritation  immediately  after  use.  Hypersensitivity  reactions 
may  occur  Use  in  Pregnancy:  Only  when  considered  necessary  by  a  physician.  Extra  care  should  be  taken  when  using  the  applicator  to  prevent  the  possibility  of  mechanical  trauma  Cost:  £4.27. 
MA  Number:  PL  0010/0136  MA  Holder:  Bayer  pic.  Consumer  Care  Division,  Newbury,  Berkshire,  RG14  1 JA  Legal  Category  P  Date  of  Preparation:  February  1999 

1 .  D.iu  on  tile. 
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Scholl  hits  out  at 
smelly  feet 

Seton  Scholl  will  support  its 
Scholl  footcare  range  with  a  hard 
hitting  new  press  advertising 
campaign  from  July  until 
November. 

The  campaign  is  aimed  at 
raising  awareness  of  the 
problems  of  foot  odour, 
destigmatising  it  and  offering  a 
solution  in  the  form  of  the  Scholl 
Odour  Control  and  Fresh  Step 
ranges. 

A  series  of  lifestyle-based 
advertisements  will  appear  in 
women's  and  men's  magazines. 

Scholl  research  shows  that 
although  a  large  number  of 
people  suffer  from  foot 
odour  and  smelly  feet,  only 
32  per  cent  use  a  specialist 
product  and  34  per  cent  do 
nothing  about  it. 

According  to  the  company,  this 
gap  in  incidence  vs  treatment  and 
the  increasing  trend  towards 
footcare  regimes  offers  real 
growth  potential  in  the  footcare 
category. 

Seton  Scholl  Healthcare  pic. 
Tel:  0161  654  3000. 


Making  headway  with 
Solpadeine  booklet 


SmithKline  Beecham  has  linked  its 
Solpadeine  pharmacy  analgesic  with 
PhysioFirst  -  a  leading  group  of 
private  physiotherapists  -  to 
produce  a  booklet 
on  treating 
headaches. 

Making 
Headway' 
considers  OTC 
headache 
remedies 
available  from 
pharmacies, 
along  with 
treatments  such 
as  physiotherapy. 

It  focuses  on  the  various  types 
and  causes  of  headache  and  explains 
how  physiotherapy  can  help  - 
especially  when  the  spine  and  neck 


are  involved.  Readers  are  also 
encouraged  to  seek  help  from  their 
pharmacist. 
The  booklet  is  available  free  to 
PhysioFirst 
centres,  GP 
surgeries  and 
pharmacies. 

Copies  can  be 
obtained  by 
phoning  0500 
888878  or  by 
writing  to: 
'Making 
Headway' 
requests, 
Freepost  SEA 
5917,Brentford,TW8  9BR. 
SmithKline  Beecham  Consumer 
Healthcare. 
Tel:  0181  560  5151. 


Osteopro  supplement  for  healthy  bones 


Osteopro  is  a  new  food  supplement 
for  healthy  bones  formulated  with  the 
flavonoid  ipriflavone  and  a  range  of 
vitamins  and  minerals 


BE  PREPARED  FOR  THIS  WEEK'S 

ULTRA  HOT  SPOTS 


City 

Temp  °C 

Tunis 

30 

Athens 

28 

Bodrum 

27 

Malaga 

27 

Valeria 

26 

Heraklion 

25 

Each  Osteopro  tablet  contains 
ipriflavone  400mg,  calcium  400mg, 
magnesium  lOOmg,  zinc  lOmg,  boron 
lmg,  manganese  lmg,  folic  acid 
400mcg,  molybdenum  lOOmcg, 
vitamin  K  8()mcg  and  vitamin  D 
lOmcg.  Retail  price  is  £9.99  (60). 
Health  Perception  Ltd. 
Tel:  01344  890115. 


IN  BRIEF 


TV  first  for  Sudocrem 
Pharmax  Healthcare  is  launching  the 
first  ever  TV  campaign  for  Sudocrem 
antiseptic  on  GMTV  and  Central  TV.  It 
will  run  until  the  end  of  July. 
Pharmax  Healthcare  Ltd. 
Tel:  01 322  550550. 

Charitable  promotion 
Braun  will  give  a  donation  to  Great 
Ormond  Street  Hospital  for  Children 
for  every  Braun  ThermoScan  one 
second  ear  thetmometer  sold  carry- 
ing the  GOSH  "smiling  child'  sticker. 
Braun  (UK)  Ltd. 
Tel:  0870  6085555. 

Energy  boost 

Taisho  Pharmaceutical  is  supporting 
its  Lipovitan  high  energy  drink  with  a 
£1  million  TV  campaign  in  the  London 
region  for  four  weeks  from  June  1 8. 

Food  Brokers  Ltd. 
Tel:  01705  222500. 

In  the  picture 

Kodak  will  target  the  16-24-year-old 
youth  market  with  a  new  £1  million 
cinema  campaign  for  its  Kodak  Fun 
cameras  from  July  to  December. 

Kodak  Ltd. 

Tel:  01442  261122. 

Anti-fungal  cream  in  Care  range 
Thornton  &  Ross  has  launched 
Clotrimazole  Cteam  1  per  cent  in  its 
own  brand  Care  range.  The  cream 
(rsp  £2.99)  carries  a  P  licence. 
Thornton  &  Ross  Ltd. 
Tel:  01 484  842217. 


ON  TV  NEXT  WEEK 


Arrid  XX:  All  areas  except  U,  CTV 


Beconase  Allergy:  C5,  C4,  Sat 


Benadryl  Allergy  Relief:  All  areas 


Clarityn  Allergy:  lwt,  car,  tsw,  C4,  C5,  gmtv,  Sat 


Compeed:  car 


Daktarin:  All  areas  except  GTV,  CTV,  TSW 


Listerine  antiseptic  mouthwash:  All  areas 


Livostin  Direct:  b,  G,  Y,  c,  a,  htv,  w,  m,  lwt,  tt 


Nicorette  Inhalator:  All  areas 


Nicorette  Microtab:  All  areas 


Nytol:  C 


Pearl  Drops  lOOthpolish:  All  areas  except  U  and  CTV 


Protector  3D:  G,  Y,  C,  A,  M,  LWT,  TT,  C4,  Sat 


Rennie  Deflatine:  All  areas 


Sellers:  c 


Sudocrem  Antiseptic  Healing  Cream:  c,  gmtv  

Zi:  C4,  Sat  

Zirtek:  gmtv  

A  Anglia,  B  Border,  C  Central,  C4  Channel  4,  C5  Channel  5,  CAR  Carlton, 
CTV  Channel  Islands,  G  Granada,  GMTV  Breakfast  Television,  GTV  Grampian, 
HTV  Wales  &  West,  LWT  London  Weekend,  M  Meridian,  Sat  Satellite, 
STV  Scotland  (central),  TT  Tyne  Tees,  U  Ulster,  W  Westcountry,  Y  Yorkshire 


Diocalm 

Di.ocal.ni  is  a  Trade  Mark  of  Seton  Healthcare  pic. 
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PROPAIN 


•  Consumer  TV  and  Press  promotions  have  almost 
doubled  awareness  of  Propain  amongst  consumers1, 

•  Propain"  is  growing  at  more  than  double 
the  market  rate2. 


97%  of  migraine  sufferers 
have  tried  Propain  are 
repurchase  the  brand3. 


\^   TABiers  J 


%  Powerful  pa«n 


relief 


Contains:  paracetamol,  codeine 
phosphate,  diphenhydramine 
hydrochloride,  caffeine 


References:  1.  Taylor  Nelson  Quarter  3  1998  2.  IMS  Dataview.  January  1999  3.  Propain  Spotlight  Study  Taylor  Nelson  Sofres  Healthcare.  November  1998. 

PROPAIN  TABLETS  ABBREVIATED  PRODUCT  INFORMATION  Presentation:  Yellow  compressed  tablets  with  a  scored  bisect  line  on  one  side,  each  containing:  paracetamol  BP  400mg, 
codeine  phosphate  BP  lOmg;  diphenhydramine  hydrochloride  BP  5mg,  caffeine  BP  50mg  Indications:  Treatment  of  migraine,  headache,  muscular  pain,  period  pain  and  toothache 
Also  for  the  symptomatic  relief  of  influenza,  feverishness  and  colds  Dosage:  Adults,  the  elderly  and  children  over  12  years  of  age:  1  to  2  tablets  every  tour  hours  up  to  a  maximum  of  10 
tablets  in  24  hours  Contra-indications:  Propain  is  contra-indicated  in  patients  with  known  hepatic  or  renal  impairment  and  during  pregnancy  or  lactation  Warnings:  Propain  may 
cause  drowsiness  and  affected  individuals  should  not  drive  or  operate  machinery  Immedidte  medical  advice  should  be  sought  in  the  event  of  an  overdose,  even  if  you  feel  well, 
because  of  risk  of  delayed,  serious  liver  damage.  Precautions:  The  effect  of  alcohol  and  other  sedatives  may  be  potentiated 
Excessive  intake  of  caffeine-containing  drinks  should  be  avoided  Legal  Category:  P  Pack  Details:  Propain  tablets  (PL  0542/00 15R): 
Trade  prices:  12  tablets  £1 .31  (R.S.R  £2.30),  24  tablets  £2.25  (R.S.P  £3  95)  Product  Licence  Holder:  Farillon  Ltd,  Romford  RM3  8UE.  Full 
product  information  is  available  from:  Sankyo  Pharma  UK  Limited,  Repton  Place,  Amersham  HP7  9LP  Date  of  preparation:  March  1999. 
PF9901T 


SANKYO  PHARMA 
UK  Limited 


Marketiii 


Market  analyst  Information  Resources  spotlights  health  & 
beauty  categories  that  are  performing  well  in  pharmacies 

Marketwatch:  health  and  beauty  aids 


Fashions  may  be  ephemeral 
but  hair  colorants  are 
apparently  here  to  stay. The 
continuing  growth  in  this 
market,  both  in  chemists 
and  across  all  outlets,  has 
been  quite  phenomenal  over  the  past 
three  years.  Maintaining  its  status  as 
the  most  popular  colour  is  blonde, 
although  red  is  growing  quickly  and  is 
running  a  close  second. 

With  growth  of  1 3  per  cent  across 
all  stores  and  9  per  cent  in  chemists, 
the  driving  force  is  Schwarzkopf  & 
Henkel  Cosmetics.  Country  Colors 
has  been  the  major  brand  behind  the 
success  with  sales  in  excess  of  £1 .5m 
in  chemists  alone.  Recently,  Nordic 
Colors  and  Vital  Colors  have  been 
launched,  with  great  success  in  both 
chemists  and  supermarkets. 

Bristol-Myers'  Clairol  range 
continues  to  dominate  the  sector,  but 
is  in  slight  decline  in  the  chemists, 
while  Laboratoires  Garnier's  Belle 
Color  has  ensured  its  position  as  a 
leading  manufacturer.  Own  label  has 
all  but  been  eliminated  from  the 
chemists'  range,  but  retains  some 
presence  in  the  supermarkets. 

At  the  sharp  end 

The  number  of  razors  and  blades  sold 
in  chemists  as  a  proportion  of  all  sales 
has  fallen  slightly  over  the  past  year, 
but  has  grown  in  real  terms.  Most 
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Ten  fastest  growing  HBA  categories  -  total  market. 
Value  sales  %  changes  vs  year  ago  (April  1 999  vs 
April  1998) 


 II 


Ten  fastest  growing  HBA  categories  in  chemists  (exel 
Boots).  Value  sales  %  changes  vs  year  ago  (April 
1999  vs  April  1998) 


growth  has  come  via  male  razors  and 
blades  and  can  be  almost  completely 
attributed  to  the  launch  of  Gillette's 
Mach3.  Since  this  three  bladed  product 
first  hit  the  shelves  in  September, 
£25.7m  worth  of  Mach3  shaving 
equipment  has  been  bought  across  the 
country,  with  about  10  per  cent  of  this 
figure  coming  through  chemists. 

The  effect  on  the  market  as  a 
whole  has  been  remarkable  with 
razors  up  55  per  cent  and  blades  up  a 
more  modest  6  per  cent.  Clearly,  the 
premium  pricing  of  the  product  has 


The  chart  (above)  may  not  show  the  biggest  HBA  categories,  but  by  looking  at 
growth  rather  than  absolute  sales  volume,  it  is  possible  to  detect  trends  and, 
most  importantly,  to  see  which  categories  do  best  in  chemists.  Growth  is  shown 
as  the  percentage  increase  in  value  sales  for  each  category  in  the  52  weeks 
ending  April  18, 1999,  compared  to  the  same  period  a  year  ago. 


played  a  part  in  this  growth,  but  even 
in  unit  sales,  growth  has  flourished  - 
particularly  in  the  razors  sector. 
Perhaps  predictably,  sales  of  Gillette 
Sensor  and  Gillette  Sensor  Excel  have 
been  reduced  since  Mach3's  launch, 
but  Wilkinson  Sword  has  made  a 
valiant  effort  to  fight  back  with  its 
Protector  3D.Again,  this  has  been  at 
the  expense  of  the  original  Protector 
and  FX  Performer,  but  competition  is 
at  least  being  maintained. 

Meanwhile,  female  blades  continue 
to  grow,  although  interestingly  more 
so  in  the  supermarkets  than  in 
chemists.  Gillette  dominates  with 
Sensor  Excel  for  Women  (up  10  per 
cent)  and  Wilkinson  Sword's  Lady 
Protector  (up  6  per  cent)  the  best- 
selling  brands.  Up  and  coming  though 
is  the  new  Gillette  Agilite,  which  has 

Top  ten  HBA  brands 


The  colorant  market  is  growing,  with  blonde  the  popular  choice 


1  Pampers  Baby  Dry 
Extra 

2  Colgate  Dental  Cream 

3  Huggies 

4  Sure 

5  Pampers  Premiums 
Extra 

6  Always  Ultra 

7  Lynx 

8  Tampax 

9  Oil  of  Olay 
lOPantene  ProV 

Source:  IRI 52  weeks  to  April  18, 1 
total  market) 


£1 63,558k 

£99,666k 
£79,81 4k 
£71, 032k 
£69,357k 

£61, 709k 
£57,069k 
£53,696k 
£48, 11 2k 
£45,847k 
999  (value  sales 


sold  more  than  £2.9m  worth  of  blades 
in  its  first  year. 

Lion's  share 

Petroleum  jelly  has  grown  by  almost  8 
per  cent,  with  Vaseline  maintaining 
the  lion's  share  of  the  market,  82  per 
cent  for  the  latest  year.  Elida  Faberge, 
which  manufactures  Vaseline  in  all  its 
guises,  has  launched  one  of  the  few 
new  products  in  the  petroleum  jelly 
market  -  Physio  Sport  anti-friction 
skin  barrier  gel.Although  quite  a 
niche  market,  eliminating  jogger's 
nipple'  seems  to  have  struck  a  chord 
in  both  chemists  and  supermarkets. 

Encompassing  markets  from  body 
sprays  to  talcum  powder,  male 
toiletries  continue  as  a  force  to  be 
reckoned  with  in  the  health  and 
beauty  sector.  Deodorants  and  shaving 
preparations  have  grown  by  3  per  cent 
and  5  per  cent  respectively  but  still 
trail  body  sprays  both  in  terms  of  sales 
and  growth.  Elida  Faberge's  Lynx  is  the 
dominant  brand,  with  advertising 
support  as  strong  as  ever  for  the 
launch  of  the  latest  Voodoo  variant. 

Male  vanity  has  blossomed  in 
recent  years  and  the  emergence  of 
products  such  as  aftershave 
conditioners,  moisturisers  and  other 
facial  products,  has  meant  an  increase 
in  sales  in  this  category.  Though 
relatively  small,  there  is  healthy 
growth  in  chemists,  with  Gillette 
Series  and  Nivea  for  Men  mirroring 
their  success  in  supermarkets. 
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THIS  SUMMER,  YOUR  CUSTOMERS 
CAN  BE  REALLY  BRAVE. 
THEY  CAN  SIT  IN  THE  GARDEN. 


MAKES  LIGHT  OF  HAYFEVER 


oblong,  scored,  film-coated  tablet  engraved  Y/Y  containing  lOmg 


rEK  ALLERGY 
MENTATIONS:  White, 
izme  hydrochloride. 

:S:  Treatment  of  seasonal  and  perennial  rhinitis  and  chronic  idiopathic  urticaria. 
;AGE  AND  ADMINISTRATION:  Adults  and  children  aged  12  years  and  over: 
Tig  once  daily.  In  renal  insufficiency  halve  the  dose  to  5  mg  (\  tablet)  daily. 
JTRAINDICATIONS:  Hypersensitivity  to  constituents.  Avoid  use  in  pregnancy  and 
ation.  PRECAUTIONS:  Do  not  exceed  recommended  dose,  particularly  if  driving  or 
ating  machinery. 

JG  INTERACTIONS:  To  date  there  are  no  known  interactions  with  other  drugs.  As  with 


other  antihistamines  avoid  excessive  alcohol  consumption. 

SIDE  EFFECTS:  Mild  and  transient  drowsiness,  headache,  dizziness,  agitation,  dry  mouth 
and  gastrointestinal  discomfort  have  been  reported. 
PACKING,  PRICE:  Pack  of  7  tablets  =  £4.25. 
LEGAL  CATEGORY:  P 

PRODUCT  LICENCE  NUMBER:  Tablets  5221/0001. 
MARKETED  BY:  UCB  Pharma  Limited,  Watford,  Herts,  WD1  1DJ 


Date  of  preparation:  December  1998 
UCB-Z-99-05 
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ucb  Pharma 


Andrea  Manning,  consumer  advisoiy  manager  at 
Schwarzkopf  &  Henkel  Cosmetics,  unravels  the  science 
behind  home  hair  colorants 

Go  colour  crazy 
with  confidence 


Before  an  introduction  to 
hair  structure,  the 
colouring  processes  and 
how  they  affect  the  hair, 
it  must  be  emphasised 
that  hair  is  very  strong 
and  it  takes  extensive  misuse  to 
damage  it. 

The  exterior  of  the  hair  is  known  as 
the  cuticle  and  is  made  up  of  many 
layers  or  scales,  similar  to  that  of  a  fish, 
which  overlap  and  sit  directionally, 
pointing  downwards.You  can  feel  the 
direction  of  these  layers  simply  by 
running  fingers  through  the  hair. You 
will  notice  that  the  feel  of  hair  from 
root  to  tip  is  smooth;  however,  from 
tip  to  root,  it  feels  rougher  as  you  push 
and  disturb  these  layers.  Conditioners 


help  to  keep  the  cuticle  layers  smooth 
and  lying  flat,  which  in  turn  ensures 
maximum  shine,  as  the  hair  reflects 
more  light. 

Beyond  the  cuticle  layers  is  the 
cortex  of  the  hair. This  is  the  area  we 
access  to  conduct  all  chemical 
processing.  In  this  part  of  the  hair  is 
the  natural  protein  keratin  and  the 
melanin  pigments  which  dictate  the 
natural  hair  colour. 

At  the  very  centre  of  the  hair  is  a 
fine  stem  known  as  the  medulla.  Its 
purpose  is  unknown  and  it  is 
sometimes  missing  in  fine  hair. 

Temporary  colorants 

Temporary  colorants  contain  large 
colour  molecules  that  just  sit  on  top 


of  the  cuticle  layers,  with  no  chemical 
processing  or  penetration  into  the 
hair. They  provide  an  enhancement  of 
tone  only  and  cannot  lighten  the  hair 
or  cover  grey  The  colour  is 
subsequently  washed  away  with  a 
couple  of  shampoos. 

Some  of  the  brands  available  in  this 
category  are  hair  mascaras,  Wella 
Toners  andV05  Colour  Mousse. 

Semi-permanents 

Semi-permanent  colouring  does  not 
contain  ammonia  or  hydrogen 
peroxide  so  it  cannot  penetrate  into 
the  cortex  of  the  hair. The  cuticle 
layers  are  slightly  raised  due  to  the  pH 
value  of  the  water  used  to  wet  the 
hair. The  colour  molecules  in  the 


shampoo  formulation  sit  just 
underneath  the  cuticle  layers  and 
provide  an  enhancement,  or  addition 
of  tone,  to  the  natural  hair  colour.  Six 
to  eight  washes  will  see  the  fading  of 
this  colour  as  the  shampoo  pulls 
some  of  the  molecules  away  with  it 
each  time. 

It  is  important  to  note,  when  using 
a  semi-permanent  colour,  that  the  hair 
will  not  be  lightened  or  altered  in  any 
way  so  the  shade  selected  should  be 
similar  to  the  natural  hair  colour.  If  a 
lighter  shade  is  chosen,  it  will  not 
show  up  above  the  depth  of  the 
natural  hair  And  while  a  slight  blend 
of  tone  may  be  achieved  on  greys, 
semi-permanents  are  not  designed  to 
provide  coverage. 
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Some  of  the  semi-permanent 
brands  available  in  the  retail  market 
are  Wella  Colour  Mousse,  Harmony 
and  Clairol  Loving  Care. 

Tone-on-tones 

A  tone-on-tone  colorant  is  very  much 
the  interim  process  between  semi- 
permanent colouring  and  permanent. 
It  provides  a  longer-lasting  result 
without  the  commitment  of  a  root 
re-growth. This  process  does  not 
contain  ammonia,  but  it  does  contain 
a  very  low  level  of  peroxide  and  is  an 
oxidation  dye. The  colour  molecules 
within  the  formulation  are  both  large 
and  small. The  smaller  molecules  are 
able  to  penetrate  deeper  into  the  hair 
and  swell  slightly  as  they  develop, 
while  the  larger  ones  remain  within 
the  cuticle  layers.This  means  the 
larger  molecules  are  washed  away 
first  and  the  smaller  ones  later,  so 
colour  lasts  longer  -  about  24  washes 
or  four  to  six  weeks. 

As  with  semi-permanent  colorants, 
a  tone-on-tone  cannot  lighten  the 
hair;  therefore,  when  selecting  a 
shade,  it  will  need  to  be  similar  to  the 
natural  colour  or  darker.  Lighter 
shades  will  not  show  up. 

Tone-on-tone  colorants  can  also 
blend  away  up  to  50  per  cent  of  grey 
hair. The  colour  result  on  grey  hair 
will  depend  on  the  shade  chosen  and 
the  resistance  of  the  grey.As  grey  hair 
has  no  pigment,  it  can  sometimes  be 
harder  or  coarser  and,  as  a  result, 
difficult  to  penetrate.  A  successful 
blending  of  greys  may  simply  depend 
on  how  resistant  the  grey  hair  is  and 
this  can  be  different  for  everybody. 

Some  of  the  brands  available  in  this 
category  are  Schwarzkopf  Country 
Colors,  Gamier  Movida  and  Clairol 
Lasting  Colour. 

Permanents 

A  permanent  colorant  contains  both 
ammonia  and  peroxide.The  ammonia 
acts  as  an  alkalising  agent,  which 
swells  the  hair  or  raises  the  cuticle 
layers.This  allows  the  colour 
molecules  to  penetrate  fully  into  the 
cortex  of  the  hair,  where  they  oxidise 
or  grow. When  the  processing  is 
complete,  these  molecules  are  too 
large  to  escape,  thus  producing  a 
permanent  effect,  which  will  provide 
100  per  cent  grey  coverage  where 
necessary. 

Some  of  the  brands  available  in  this 
category  are  Schwarzkopf  Vital  Colors 
and  Nordic  Colors,  L'Oreal  Recital  and 
Clairol  Nice  'n  Easy. 

Colour  protection 

In  addition  to  shampooing, 
environmental  factors  such  as  sun,  sea 
and  wind  contribute  to  the  wear  and 
tear  on  our  colour  results.There  have 
been  advances  in  hair  colour 
technology  in  a  bid  to  prevent  this 
problem  of  colour  lading. 

The  structure  and  shape  of  colour 
molecules  has  changed,  from  linear  to 


star  shaped  or  three-dimensional. 
When  the  hair  is  shampooed  or 
exposed  to  some  form  of  exfoliant, 
the  linear  molecules  are  easily  pulled 
away  and  can  slip  through  the  cuticle 
layer.  However,  the  star  shaped 
molecule  simply  gets  stuck,  providing 
a  fade-resistant  formula. 

Further  advances  in  technology 
have  also  contributed  to  an 
improvement  in  a  colorant's  ability  to 
care  for  the  hair  structure  and  omit 
detrimental  effects,  while  processing. 

Ingredients  are  added  to  provide 
moisture  and  to  promote  strength  and 
shine,  so  the  hair  can  appear  to  be  in 
better  condition  than  it  was  before 
the  application. 

Differences  in  the  viscosity  of  the 
product  can  also  affect  the 
appearance  of  the  hair.  For  example, 
gel  colorants  tend  to  provide  a  more 
translucent  effect,  while  the  thicker 
cream  colorants  give  a  more  block' 
result. 

Choosing  colorants 

Before  colour  selection,  think 
carefully  about  the  results  that  you 
are  aiming  for.  If  lightening  your 
natural  hair,  make  sure  the  product 
you  are  using  is  capable  of  giving 
enough  lift,  do  not  simply  select  the 
pack  shot  you  prefer. 
Recommendations  will  always  be 
provided  on  the  side  of  the  pack. 

Once  the  hair  has  been 
permanently  coloured,  it  is  only 
necessary  to  fully  colour  the  new  hair 
that  grows  through. Therefore, 
subsequent  applications  need  to  be 
directed  to  the  re-growth  area  only 
and  massaged  through  the  lengths 
and  ends  of  the  hair  for  the  last  few 
minutes,  to  simply  refresh  any  fading. 

Remember  to  choose  natural 
shades  when  covering  grey  or  to  mix 
half  of  your  natural  colour  with  a 
fashion  shade.  Fashion  shades  alone 
can  appear  too  bright  on  grey  hairs 
where  there  is  no  pigment  present  to 
help  the  colorant  appear  natural. 

A  colorant  cannot  lighten  another 
colorant  in  the  hair,  so  using  a 
product  that  is  one  shade  lighter  will 
have  no  effect  and  will  simply  look 
darker  as  it  builds  up. 

It  is  important  to  remember  that 
colouring  at  home  is  about  doing  that 
bit  of  research,  reading  all  the 
information  provided  and  conducting 
skin  and  strand  tests.  Not  doing  so  can 
lead  to  disappointing  colour  results. 

Furthermore,  to  make  home 
colouring  even  easier,  most 
manufacturers  provide  an  advisory 
service  which  can  offer  guidance 
pertinent  to  your  specific  needs  and 
can  let  you  know  how  certain  results 
can  be  achieved.These  services  are 
often  provided  with  a  freephone 
number  and  are  catered  for  by  colour 
technicians.  If  you  are  harbouring  any 
reservations,  what  better  assurance 
than  to  call  and  get  advice  before 
application. 


Dare  to 


he  new  era 


The  new  millennium  promises  an 
explosion  of  colour  in  our  lives. 
Sarah  Purcell  explores  the  haircare 
market  for  the  year  2000 


As  we  approach  the  new 
millennium,  the  natural 
minimalist  look  of  the 
1990s  is  being 
superseded  by 
something  altogether 
brighter,  bolder  and  more  fun.There 
has  been  an  explosion  of  colour  into 
every  part  of  modern  life,  from  our 
brightly  painted  homes  and  bolder 
garden  schemes  to  fun  coloured 
clothes  and  make-up.  And  the  trend 
for  more  daring  use  of  colour  has 
spilled  into  hair  fashions  too,  with 
catwalk  models  sporting  strong, 
dramatic  shades  of  vibrant  red  and 
platinum  blonde. The  latest  hairstyles 
simply  aren't  complete  without  a 
dash  of  colour  drama. 

This  keen  interest  in  colour  spells 
good  news  for  the  home  colorants 
business,  which  continues  to  thrive. 
Sales  this  year  were  up  by  14  per  cent 
to £162  million  (IRI  Infoscan), and  the 
pace  shows  no  sign  of  slowing  yet, 
says  Suzanne  Preuss,  marketing 
manager  for  Clairol  colorants  at 
Bristol-Myers.  During  the  past  few 
months  there's  been  a  plethora  of 
new  colorant  brands,  including  Clairol 
Hydricnce,  L'Oreal  Feria,  Gamier 
Natea  and  Schwarzkopf's  Nordic  and 
Country  Colours. These  new  entrants 
will  fuel  greater  interest  in  home 
colorants  and  ensure  sales  continue  to 
rise  during  the  next  year  and  beyond, 
she  believes. 

Permanent  growth 

Permanent  hair  colorants  still  account 
for  most  sales  in  the  home  market, 
taking  a  56  per  cent  share  (IRI 
Infoscan). The  sector  saw  sales  grow 
by  20  per  cent  this  year,  while  volume 
growth  increased  by  5  per  cent. "This 
sector  has  grown  partly  thanks  to  the 
new  brands  launched  recently,  but 
also  because  today's  permanent 
colorants  are  much  gentler  on  the 
hair  and  women  are  now  more 
confident  about  using  them,"  says 
Suzanne  Preuss. 
Semi-permanents  are  still  a  thriving 


Top  ten  colorant 
brands 

Clairol  Nice  'n  Easy 
L'Oreal  Recital 
L'Oreal  Excellence 
Gamier  Belle  Color 
Clairol  Hydrience 
Gamier  Movida 
Clairol  Loving  Care 
L'Oreal  Casting 
Clairol  Lasting  Colour 
V05  colorants 
(IRI  yr  ending  Mar  21  1 999) 


area,  taking  20  per  cent  of  the  market 
and  they  saw  sales  rise  by  24  per  cent 
during  the  past  year.The  success  of 
the  new  permanent  and  semi- 
permanent brands  has  led  to  a  fall  in 
sales  of  temporary  and  wash-out 
products,  which  now  account  for  1 1 
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Gamier  Natea  promises 
condition  while  you  colour 
thanks  to  its  fruit-enriched 
masque  formulation 
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Haircare. 


Clairol  Loving  Care  and  Lasting  Care  have  been  relaunched 
with  new  improved  formulations 


L'Oreal  s  Feria  colour  gives 
multi-faceted,  shimmering 
colour  in  a  range  of  tones 


->  Continued  from  P 1 7 

per  cent  of  the  market  and  declined 
by  1 1  per  cent  in  the  past  year.  "One 
reason  why  these  products  aren't 
performing  as  well  is  to  do  with 
changing  habits.A  few  years  ago 
women  used  to  wash  their  hair  just 
once  a  week,  so  a  colorant  which 
lasted  six  washes  was  fine.These  days 
we  wash  our  hair  more  frequently,  so 
women  want  a  product  which  will 
last  longer  than  that,"  says  Suzanne 
Preuss.Another  reason  why 
temporary  colorants  have  become 
less  popular  is  that  retailers  are 
devoting  less  space  to  them,  she 
believes.  However,  there  are  still  many 
loyal  users  of  these  products,  and  the 
single  use  fun  products  such  as  hair 
mascaras  are  thriving. 

Salon  or  bathroom? 

One  reason  why  many  women  still 
prefer  to  have  their  hair  coloured 
professionally  when  it  comes  to 
permanent  colour  (apart  from  lack  of 
confidence)  is  because  they  don't 
want  flat,  solid  colour,  which  can  look 
unnatural.  L'Oreal  recognises  this  and 
has  addressed  this  problem  with  the 
launch  of  Feria,  a  colorant  which 
creates  more  colour  tones  in  the  hair 
instead  of  just  one  single  shade,  while 
still  covering  grey. 

The  problem  of  dry,  damaged  hair 
with  no  shine  has  also  been 
associated  with  home  colorants  in  the 
past,  but  several  manufacturers  have 
addressed  this  issue  with  the  new 
breed  of  gentler  permanent  colorants 
such  as  Clairol  Hydrience  and  Gamier 
Natea. 

Hydrience  was  the  first  water- 
based  permanent  home  colorant, 
enriched  with  sea  minerals  and 
proteins  to  give  softer,  shinier  hair 
and  protection  from  damage.  Gamier 


Natea  contains  a  fruit  oil  concentrate 
to  protect  hair  during  the  colouring 
process  and  to  add  shine.  And  several 
manufacturers  now  promise  fade- 
resistant  shades  to  help  colour  stay 
truer  for  longer. 

Consumer  trends 

It  is  believed  that  about  35  per  cent  of 
women  now  use  home  colorants,  a 
figure  which  has  doubled  over  the 
past  six  years,  according  to 
Laboratoires  Gamier  -  although  this 
figure  is  low  compared  with  other 
European  countries.  Gamier  carried 
out  a  survey  to  find  out  why  more 
women  don't  colour  their  hair  and 
discovered  that: 

•  73  per  cent  fear  loss  of  hair  shine 
and  damage  to  hair 

•  56  per  cent  worry  that  colouring 
their  hair  will  dry  it  out 

•  52  per  cent  believe  colorants  are 
too  chemical 

•  28  per  cent  find  colorants  difficult 
to  use. 

And  while  the  first  sign  of  grey  is 
often  the  time  when  women  start 
using  colorants,  according  to  Gamier 
the  feel-good  factor  of  colour  now 
plays  an  important  role  too.  Suzanne 
Preuss  believes  we  are  overcoming 
the  fear  factor  too 'Women  are 
getting  more  confident  about 
colouring  their  own  hair  and  the  new 
gentler  formulations  have  helped 
with  this." 


Colour  trends 

According  to  Clairol,  blonde  is  still  the 
biggest  sector  of  the  home  colorants 
market,  and  this  is  closely  followed  by 
red  tones  "I  think  we'll  be  seeing 
more  vibrant  reds  in  the  coming 
months  to  match  the  bright  fashion 
colours," says  Suzanne  Preuss." We've 
seen  women  becoming  much  more 
adventurous  in  their  choice  of  shade 
recently." 

Pharmacy  role 

While  more  colorant  brands  means 
increased  choice  for  the  consumer, 
many  women  are  still  confused  when 
it  comes  to  selecting  the  right 
colorant  for  them.  Several  surveys 
have  backed  this  up,  showing  nearly 
half  of  potential  consumers  walk 
away  from  the  colorants  fixture 
without  making  a  purchase.This  is 
where  the  pharmacy  comes  into  its 
own,  with  its  unique  personal  service. 

"Many  new  users  will  start  off  in 
their  local  pharmacy  because  they 
want  advice  and  are  not  yet  confident 
enough  to  self-select  from  a  grocery 
outlet. These  [people]  are  your 
captive  market  and  you  should  make 
sure  you  capitalise  on  this  by 
providing  as  much  information  as  you 
can,"  says  Suzanne  Preuss. 

While  shelf  space  is  always  limited, 
it's  no  good  being  half-hearted  about 
home  colorants,  she  says. "You  can't 


Top  ten  shampoo 
brands 

Pantene  Pro  V 
Head  &  Shoulders 
Elvive 
Organics 

Vidal  Sassoon  Wash  &  Go 
Clairol  Herbal  Essences 
Fructis 
Timotei 

Neufrogena  T-Gel 
Wella  Experience 

Top  ten  conditioner 
brands 

Pantene  Pro  V 

Elvive 

Organics 

Clairol  Herbal  Essences 
Fructis 

Salon  Selectives 
Wella  Experience 
V05  Plus 
Aussie 

Alberto  Balsam 

(Source:  IRI  Infoscan  '99) 


Schwarzkopf  has 
relaunched  its  Supersoft 
range  of  shampoos, 
conditioners  and  hairsprays 
with  improved  formulations 


SOml 


Nizoral  Dandruff  shampoo 
offers  continuous  protection 
against  dandruff 

dabble  in  colorants  -  you  need  to 
offer  a  comprehensive  range  of 
shades  otherwise  people  won't  buy." 
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Pantene  Pro-V  Color  range  includes  a  pre-wash  spray, 
shampoo  and  conditioners 
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Don't  let  his 
great  night 
spoil  his  day, 


if®  ?i 


ZANTAC5  Gentle,  effective  relief  from  heartburn 
and  indigestion  for  with  just  one  tablet 


Zantac  75  has  the  highest  cash  profit  for  the  pharmacists  in  the  category! 
Source:  Cash  profit  at  Trade  Prices,  C  &  D  Monthly  Price  List,  May  1999  Vol.  40  No.  5 

"Appropriate  for  people  who  are  used  to  taking  antacids  and  want  more 
convenient,  longer  lasting  relief."  Pharmacy  Magazine  6/98 

"Not  considered  likely  to  mask  serious  gastric  symptoms." 

Pharmacy  Magazine  6/98 


ZANTAC 


Nothing  works  longer  than  ZAN 


ZANTAC  W  ZANTAC 


r 


IPRESENTATION  Each  tablet  contains  75mg  ranitidine.  USES  For  the  relief  of  indigestion,  heartburn,  and  hyperacidity.  For  the  prevention  of  food  and  drink-related  indigestion,  heartburn,  and  hyperacidity 
IDOSAGE  and  ADMINISTRATION  Adults  and  children  aged  16  and  over,  one  tablet.  No  more  than  four  tablets  should  be  taken  in  any  24  hour  period  CONTRAINDICATIONS  Hypersensitivity 
PRECAUTIONS  Treatment  should  be  restricted  to  a  maximum  of  two  weeks'  continuous  use  at  any  one  time.  Patients  should  contact  their  doctor  if  their  symptoms  do  not  improve  affer  two  weeks'  continuous  treatment 
be  taken  by  the  following  groups  of  patients  unless  under  medical  supervision,  patients  with  a  previous  history  ot  peptic  ulcer  disease,  patients  with  renal  or  hepatic  impairment,  patients 
imiddle-aged  or  older  with  new  or  recently  changed  dyspeptic  symptoms,  patients  who  are  pregnant,  trying  to  become  pregnant,  or  breast  feeding,  patients  with  unintended  weight  loss,  patients  taking  NSAIDs,  patients  with  gastroin- 
testinal bleeding  or  patients  with  a  history  of  porphyria.  SIDE  EFFECTS  Generally  well-tolerated.  Rarely  headaches,  dizziness,  depression,  confusion,  and  allergic  reactions.  See  SPC  for  further  details.  LEGAL  CATEGORY  I '  RETAIL 
PRICE  (ex  VAT)  Zantac  6's  £1 .99,  Zantac  12's  £3.89,  Zantac  24's  £6.99.  PRODUCT  LICENSE  NUMBER  PL  10949/0223.  Further  information  available  on  request  from  Customer  Services,  Glaxo  Wellcome 
Park  West,  Uxbndge,  Middlesex,  UB1 1  1BT  DATE  OF  PREPARATION  May  1999. 
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Haircare 
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Alberto-Culver  also  .ah  ises 
pharmacists  to  concentrate  on  brand 
leaders,  but  to  make  sure  they  don't 
compromise  on  the  selection  of 
shades  stocked/  It's  better  to  stock 
fewer  brands  with  all  the  shades,"  it 
says. 

Product  news 

Schwarzkopf  has  launched  two  new 
permanent  colorant  brands  -  Nordic 
Colors  and  Vital  Colors.  Nordic  Colors 
is  a  range  of  seven  natural-looking 
blonde  shades,  enriched  with 
camomile  to  protect  hair  from 
damage.  Vital  Colors  is  a  range  of  18 
vibrant  permanent  shades,  which 
have  a  colour  fade-resistant 
formulation  enriched  with  apricot  oil 
and  almond  protein  to  protect  hair 
and  give  shine. 

Schwarzkopf.  Tel:  01296  314000. 
Clairol  has  reformulated  Nice  'n  Easy 
to  make  it  even  easier  to  use.The  new 
thicker  drip-free  formulation 
encourages  a  more  even  application 
for  better  results.The  colorant  and 
conditioner  have  been  re-designed  to 
work  together,  penetrating  the  hair 
shaft  for  deeper,  richer  conditioning 
and  colour,  and  the  product  has  a  new 
fragrance  too.Three  new  shades  have 
been  added  to  the  range:  Natural  Soft 
Burgundy,  Natural  Light  Golden 
Brown  and  Natural  Mahogany. 
Bristol-Myers  Co  Ltd.  Tel:  01895 
628000. 

Clairol  has  relaunched  Loving  Care 
and  Lasting  Color.  Loving  Care  is  now 
claimed  to  give  better  grey  coverage 
and  to  reduce  colouring  time  by  a 
third  A  new  vitamin  E  and  protein 
conditioning  complex  give  better 
condition,  while  the  new  cremc 
formula  guarantees  no  drips. There  is 
a  new  fragrance  and  packaging  has 
been  updated  for  a  cleaner,  more 
contemporary  look. 

Lasting  Color  has  also  been 
relaunched  and  new  features  include 
a  more  efficient  colorant  base  for 
better  results;  vitamin  E  and  protein 
conditioning  complex;  new  moisture- 
rich  after  conditioner;  a  non-drip 
formulation; a  new  fragrance,  and 
improved  packaging. 
Bristol-Myers  Co  Ltd.  Tel:  01895 
628000. 

New  from  L'Oreal  is  Feria,  a  new 
concept  in  permanent  colour. 
Offering  a  choice  of  19  shades,  Feria 
gives  multi-faceted,  shimmering 
colour  with  more  colour  tones. The 
colorant  will  still  cover  up  to  30  per 
cent  grey  hair,  but  the  specially 
customised  developer  will  create 
intense  highlights  for  shimmering 
highs  and  lows  instead  of  a  solid 
colour,  says  L'Oreal.The  formulation 
will  also  protect  against  colour  fade. 
L'Oreal.  Tel:  0l6l  655  1400. 


New  from  Babyliss  this  summer  is  a  1,200W  travel  dryer  for 
speedy  styling  when  you're  on  the  move 


Travel  in  style  with  the  new  Philips  Pro  Travel  styler 


New  from  Laboratoires  Gamier  is 
Natea.  the  first  permanent  colour  in  a 
masque  to  nourish  hair  while  it 
colours.The  masque  formulation 
contains  a  fruit  oil  concentrate  with 
grape  seed  oil  that  helps  to  soften  and 
protect  the  hair  during  processing, 
leaving  hair  softer  and  shinier.There  is 
a  choice  of  2 1  shades. 
Laboratoires  Gamier.  Tel:  0l6l 
655  1400. 

Electricals 

The  past  few  years  have  seen  a  surge 
of  interest  in  hair  fashion,  with  each 
season  bringing  a  new  'must  have' 
look. This  is  good  news  for 
manufacturers  of  heated  styling 
appliances,  since  the  return  to  more 
glamourous  hair  means  wash  n'  dry 
styles  are  a  'no  no  . This  season's 
catwalk  models  sported  long,  sleek 
straight  hair,  which  needs  the  help  of 
a  dryer  and  straightener  to  look  its 
best.  But  there  are  also  lots  of  curls 
around  too,  which  need  tongs  and 
brushes  to  achieve  the  look. 

Booming  market 

The  heated  styling  market  is  now 
worth  £95. 3m  (GFK  LEKTrak  2/99), 
up  10  per  cent  on  last  year's  figure.  Of 
this,  hairdryers  still  take  the  bulk  of 
sales,  at  48  per  cent;  hot  air  brushes 
take  15  per  cent;  gas  stylers  15  per 
cent;  crimpers  9  per  cent;  heated 
rollers  5  per  cent;  electric  stylers  8 
per  cent. 

"Haircare  retailers  have  become 
much  better  at  marketing  these 
products,  but  the  growth  has  mainly 
been  fuelled  by  the  huge  interest  in 
hair  fashion,"  says  Sara  Hambling, 
marketing  manager  at  Philips. At 
Remington  UK,  marketing  manager 


Lisa  Hope  says  the  growth  in 
electricals  has  been  mainly  down  to 
non-attachment  dryers  (diffusers  are 
now  out  of  favour)  and  hair 
straightening  stylers. "I  think  this  is  an 
area  which  will  see  continued 
growth,"  she  says. 

More  frequent  hair  washing  -  80 
per  cent  of  women  wash  their  hair 
every  other  day,  according  to  research 
by  Braun  -  is  also  likely  to  fuel  the 
hair  styling  market.  Current 
ownership  of  hairdryers  has  now 
reached  80  per  cent  of  UK 
households,  compared  with  63  per 
cent  15  years  ago,  says  Braun.The 
average  replacement  cycle  of 
hairdryers  is  now  3-3  years,  and 
there's  growing  evidence  that  women 
will  trade  up  for  specific  styling 
advantages. 

Market  trends 

Shiny,  well  conditioned  hair  has  never 
been  more  in  fashion,  but  use  of 
heated  appliances  can  lead  to  dull,  dry 
hair.  Manufacturers  have  addressed 
this  issue  with  a  new  breed  of  caring 
appliances,  such  as  the  Philips  Natura 
and  Remington's  Protect  &  Shine 
range. The  Natura  dryer  has  a  unique 
heat  protection  system  which 
includes  a  temperature  sensor  to 
ensure  the  hair  never  overheats 
during  the  drying  process. The 
product  has  won  two  awards  for  the 
innovative  system.  Remington's 
Protect  &  Shine  range  of  appliances 
includes  a  unique  vitamin  complex 
for  high  shine  and  protection  during 
drying  and  styling. 

Sleek,  shiny  styles  are  what  women 
want,  says  Sara  Hambling.' Women 
are  not  looking  for  volume  as  much 
as  they  were  and  consequently  sales 


Top  brands  by  value 
share 

Braun 
Remington 
Babyliss 
Revlon 

Vidal  Sassoon 

Philips 

Carmen 

Morphy  Richards 

(Source:  GFK  LEK  Trak  '99) 


of  diffuser  dryers  and  volumisers  are 
down.  People  are  using  non- 
attachment  dryers  for  sty  ling  straight 
hair  and  appliances  such  as  brushes  if 
they  want  volume.  We've  also  noticed 
renewed  interest  in  curling  tongs 
since  ringlets  were  seen  on  the 
catwalks  this  season." 

At  Braun,  marketing  director  Alan 
Sutherland  reinforces  the  trend  to 
straight  styles."Sales  of  straightening 
appliances  have  grown  by  158  per 
cent  in  the  last  year  and  currently 
10  per  cent  of  all  hair  styling 
products  sold  are  straightening 
appliances." 

Pharmacy  role 

"Pharmacists  have  a  huge  opportunity 
to  grow  this  sector  of  their  business 
but  so  far  they  haven't  exploited  it," 
says  Sara  Hambling. "If  you  look  at  the 
footfall  in  the  average  pharmacy  it's 
much  higher  than  in  any  electrical 
store."  She  advises  making  better  use 
of  display  and  concentrating  on  low- 
and  mid-end  price  ranges. 

At  Conair,  makers  of  Revlon  and 
Babyliss  products  managing  director 
John  Broom  says: "Selling  electrical 
haircare  appliances  offers  an 
enormous  opportunity  for 


Braun  is  supporting  its 
Straight  &  Shape  styler  with 
a  new  television  campaign 
this  summer 
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The  Carmen  4U  Bubble 
dryer  is  aimed  at  the  teenage 
market,  featuring  bright  fun 
colours  and  a  unique  bubble 
shaped  handle 

independent  pharmacies.  Hair 
appliances  fit  their  profile  perfectly, 
and  give  their  customers  even  greater 
choice. The  in-store  environment  is 
right  and  the  price  of  an  appliance  is 
often  no  more  than  some  of  the 
fragrances  they  sell." 

While  about  half  of  all  sales  are 
made  during  the  pre-Christmas 
season,  holiday  travel  sales  are  also  big 
business,  says  Lisa  Hope  at 
Remington. "And  with  people  no 
longer  confining  their  holidays  to  the 
summer,  you  can  pick  up  on  these 
sales  all  year  round,"  she  says. 

Product  news 

New  from  Philips  is  the  Pro  Travel 
Styler  (£14.99).A  full-sized  styler,  it 
folds  down  to  a  compact  size  for  easy 
packing  and  is  dual  voltage.  It's  easy 
to  use  with  one  heat/speed  setting 
and  a  retractable  bristle  brush. 
Philips.  Tel:  0181  689  2166. 
Remington  has  launched  a  new  dryer, 
which  it  says  will  revolutionise  the 
market. The  new  Vortex  Jet  Speed 
Dryer  (±24.99)  has  a  unique  lift  and 
dry  airflow  action  which  delivers  the 
ultimate  in  speed  drying.  Unlike 
conventional  dryers,  which  blow  air 
straight  at  the  scalp,  the  Vortex  lifts 
the  hair  and  surrounds  each  shaft 
with  air. The  angle  of  the  jets 
concentrates  the  airflow  to  a  point  to 
allow  greater  spot  styling  control. 
There  are  three  heat  and  speed 
settings  and  a  cool  shot  for  longer 
lasting  styles. 

Remington  UK.  Tel:  01784  411411. 

Morphy  Richards  has  launched  a 
new  range  of  hairdryers  and  stylers 
which  combine  sleek  design  with 
value  for  money. There  are  six  new 
hairdryers,  a  hot  air  styler,  a  styling 
tong  and  styling  brush. The  Serie 


Roma  chrome  hairdryer  range 
comprises  three  models  priced 
£12.99,£l6.99  and  £22.99.  Each  has 
six  heat  and  two  speed  settings. 
The  Comfi-Grip  range  includes  two 
soft  touch  dryers  with  a  rubberised 
casing  which  makes  them  easier  to 
use. The  Classique  range  includes  a 
1,800W  hairdryer  with  six  heat  and 
speed  settings,  priced  £17.99,  and  a 
hot  air  styler,  priced  £l4.99.The  Pro 
StyleTong  and  Pro  Style  Brush  both 
retail  at  £5.99  and  have  two  heat 
settings. 

Morphy  Richards.  Tel:  01709 
585525. 

New  additions  for  Babyliss  this 
summer  are  a  travel  dryer  and  a 
crimper. The  1,200W  travel  dryer 
features  dual  voltage,  a  folding  handle 
and  its  own  travel  bag  for  easy 
packing.  Retailing  at  £14.99,  it  has  a 
choice  of  three  heat/speed  settings 
and  a  cool  shot  . The  new  4x4  crimper 
comes  with  a  new  micro  crimp  -  a 
crimping  plate  that  gives  a  subtler 
effect.There  are  four  interchangeable 
plates  to  create  different  looks:  micro 
crimp,  normal  crimp,  deep  wave  and 
straightener.lt  retails  at  £14.99. 
Babyliss.  Tel:  01276  687500. 
Braun's  Straight  &  Shape  is  currently 
being  supported  by  a  TV  campaign 
running  until  the  end  of  the  month. 
The  appliance  straightens  and  shapes 
the  hair  in  one  step.  Braun  is  offering 
money  off  selected  dryers  this  month. 
There  is  £10  off  the  Braun  Sensation, 
£3  off  Salon  Style  and  £2  off  the 
Silencio. 

Braun.  Tel:  01932  785611. 

Pifco  Carmen  has  extended  the 
appeal  of  its  Carmen  4U  range  with 
the  addition  of  the  4U  Bubble  dryer, 
aimed  at  14-18-year-olds. Available  in 
bright  fuchsia  and  citrus,  the  1,200W 
dryer  has  a  bubble-shaped  handle, 
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The  new  Remington  Vortex 
Speed  Dryer  features  a 
unique  lift  and  dry  airflow 
action  which  ensures  hair  is 
dried  quicker  and  with  less 
tangling 


Presentation:  Aqueous  nasal  spray  containing  50  micrograms  beclomethasone  dipropionate  per  spray. 
Uses:  Allergic  rhinitis.  Dosage:  Intranasal  use  only.  Adults  aged  18  and  over:  Two  sprays  into  each  nostril 
every  morning  and  evening.  Contra-indications:  Hypersensitivity.  Precautions:  II  symptoms  have  not 
improved  after  using  Beconase  Allergy  for  14  days  consult  a  doctor  This  product  should  not  be  used 
continuously  for  longer  than  3  months  without  consulting  a  doctor.  Pregnancy  and  lactation,  consult  doctor 
before  use  Side  effects:  Dryness  and  irritation  of  the  nose  and  throat,  unpleasant  smell  and  taste  and 
epistaxis  have  been  reported  rarely.  Rare  cases  of  raised  intraocular  pressure  or  glaucoma  and  nasal  septal 
perforation  have  been  reported.  Systemic  effects  may  occur,  particularly  when  used  at  high  doses  for 
prolonged  periods.  Price  (ex  VAT)  100  spray  £5  69  180  spray  £8.59. 

Legal  category:  P  Licence  Holder:  Allen  &  Hanburys  Limited,  Oxbridge,  Middlesex  UB11  1BT 
Product  licence  number:  10949/0093.  Date  of  preparation:  April  1999 
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LL  ULTRA: 

r  For  A 
Changing  World 


Duracell  -  the  UK's  undisputed  number  one 
battery  brand  -  is  extending  its  Duracell  Ultra 
technology  onto  C,  D  and  9V  alkaline  batteries 
and  introducing  it  on  the  key  photo  lithium 
sizes.  In  conjunction  with  the  existing  Duracell 
Ultra  AA  and  AAA  alkaline  batteries,  these  offer 
pharmacists  the  most  comprehensive  range  of 
high-tech  batteries. 

Since  their  launch  in  May  1998,  Duracell  Ultra 
AA  and  AAA  batteries  have  become  the  fastest 
growing  in  the  alkaline  sector.  Now  offering  a 
complete  alkaline  range,  plus  key  photo  lithium 
sizes  -  123,  223,  245  and  CR2  -  Duracell  Ultra  is 
set  to  gain  even  greater  standing. 


DURACELL 

LTRA 


Du«ACEti 


New  look  for  new  range 

Duracell  has  always  had  distinctive 
packaging  which  is  readily  identified 
by  consumers.  Following  in  this 
tradition,  Duracell  Ultra  packs  are 
eye-catching  with  a  bright  blue  and 
white  'swoosh'  which  also  appears 
on  the  battery,  positioned  as  a  ring 
between  the  copper  and  black 
sections.  The  photo  lithium  packs 
feature  simplified  coding  for  ease 
of  recognition  and  clear  icons 
indicating  the  type  of  camera  to 
which  the  battery  is  best  suited,  ie 
compact,  reflex  or  APS. 


tower  for  a  changing  battery  market 


Battery  powered  appliances  have 
quietly  revolutionised  our  lives  and 
the  introduction  of  new  appliances 
continues  unabated.  In  just  two 
decades,  the  number  of  battery 
operated  appliances  owned  by  the 
average  household  has  risen  from 
five  to  16!  Many  of  the  latest 
acquisitions  are  high-tech 
appliances  most  of  which,  just  a 
few  years  ago,  didn't  exist  or  were 
the  reserve  of  the  privileged  few. 


Commonplace  today;  sales  of 
mobile  phones,  palmtop 
computers,  mini  disc  players,  LCD 
TVs  and  portable  CDs  are  growing 
between  40%  and  207%  year  on 
year.  Their  success  has  led  to  a 
steep  increase  in  demand  for  high- 
tech batteries.  By  the  year  2002, 
Duracell  estimates  that  of  all 
general  purpose  batteries  sold, 
46%  of  Ds,  32%  of  AAs,  26%  of  Cs 
and  19%  of  AAAs  will  be  high-tech. 


In  addition,  Duracell  Ultra  is 
also  recommended  for  use  in 
high-drain  appliances  which 
although  not  'high-tech'  by 
definition  are  power  hungry. 
Typically,  high-drain  appliances  are 
multifunctional  and/or  motor 
driven  and,  in  the  case  of  torches, 
have  extra  bright  halogen  or 
krypton  bulbs. 


E  RT  I  S  E 


Power  for  a  hanging  category 


Duracell  Ultra  photo  lithium 
batteries  effectively  replace  the 
previous  Duracell  photo  lithium 
cells  in  those  four  sizes,  offering, 
as  they  do,  up  to  40%  longer  life  in 
flash  and  APS  cameras.  In  real 
terms,  that's  100  more  photos  and 
faster  flash  recycling.  In  digital 
cameras  the  Duracell  Ultra  AA 
alkaline  batteries  last  up  to  65% 
longer  than  ordinary  alkaline 
batteries,  making  this  the  best 
photographic  choice. 


For  its  alkaline  ranges,  Duracell 
Ultra  is  being  offered  in  addition  to 
the  standard  range  because,  while 
the  need  for  high-tech  batteries  is 
rapidly  growing,  the  market  for 
good  quality  standard  alkaline 
batteries  remains  very  important. 

High-tech  batteries  are  designed 
to  meet  the  exacting  power 
demands  of  specific  high-tech 
appliances  in  which,  on  average, 
Duracell  Ultra  batteries  last  up  to 
50%  longer  than  standard  alkaline 


batteries.  Medium-drain  appliances, 
though,  are  well  served  by  standard 
alkaline  batteries. 

Duracell  is  the  only  battery 
brand  to  recognise  this  fact  and 
the  only  one  to  offer  a  high-tech 
battery  range  in  addition  to  its 
excellent  alkaline  range. 
Effectively,  Duracell  has  created  a 
new  sector  in  the  battery  category 
and,  as  a  result,  a  new 
opportunity  for  additional  sales 
and  enhanced  profits. 


Category  management  will  sell  that  cell 


"Many  pharmacies  have  limited 
space  so  a  neat  16  facing  unit  near 
the  till  is  the  best  way  to  promote 
the  category,"  says  Steve  Newton, 
Duracell  trade  marketing  manager. 
"With  their  strong  heritage  in  film 
and  developing,  pharmacies  can 
capitalise  on  this  by  displaying 
photo  lithium  batteries 
prominently"  he  advises.  "The 
huge  profit  potential  of  Duracell 
Ultra  will  only  be  realised  if  the 
range  is  correctly  merchandised. 
Well-sited,  clear  displays  stocked 
with  the  correct  ratio  of  product 
type  and  size  will  pay  great 
dividends"  says  Newton  who  has 
the  following  merchandising  tips 
for  pharmacists. 

Fly  the  battery  flag  with  Duracell 

As  the  brand  leader,  DuracelPs 
distinctive  and  familiar  black  and 
copper  colours  will  attract 
customers  to  the  battery  stand  and 
encourage  a  purchase. 

Brands  sell:  brand 
leaders  sell  best 

Duracell  Ultra  alkaline  and  photo 
lithium  batteries  plus  selected 
specialist'  cells  will  meet  the  vast 
majority  of  your  customers'  needs. 

Display  batteries  prominently 

A  stand  by  the  till  is  best  as  every 
customer  will  see  it.  Keep  it  well 
stocked  and  neatly  laid  out  to 
attract  attention  and  assist 
customer  selection.  If  space 


allows,  place  incremental  displays 
of  the  photo  lithium  and  AA 
batteries  alongside  camera 
equipment  and  accessories  plus, 
if  you  have  one,  at  your  photo 
processing  site. 

Group  batteries  by  brand  and  size 

Concentrate  mainly  on  the  best 
selling  AA  and  AAA  sizes  and  key 
photo  lithium  batteries.  Arrange 
cell  sizes  together  horizontally  for  a 
clear  layout  which  enables  quick 
identification  of  the  preferred  size. 


Maintain  the  correct  ratio 

Stock  batteries  in  a  ratio  that  reflects 
customer  demand  -  see  planogram 
for  details.  While  not  the  best  sellers 
in  pharmacies,  C,  I)  and  9V  sizes  are 
still  important  and  should  be 
stocked  if  space  allows.  Replenish 
pegs  with  the  correct  size:  don't 
upset  the  ratio  or  sales  will  be  lost. 

Avoid  Out  Of  Stocks 

No  stock  means  no  sale.  If  the  size 
wanted  is  not  available  no  other 
size  will  do. 


Duracell  Recommended  Display  for  Pharmacies:  4x4  Counter/Wall  hung  unit 


Duracell  leads  strong 
battery  market 

The  battery  market  is  currently 
showing  strong  growth,  up  7%  by 
volume  and  10%  by  value.  Led  by 
Duracell,  the  market  continues  to 
favour  alkaline  over  zinc  with 
Duracell  Ultra  sales  in  particular 
boosting  the  alkaline  volume 
and  value. 

Significantly,  over  half  of 
Duracell  Ultra  sales  were  shown  to 
be  incremental  to  standard  Duracell 
which  bears  out  the  company's 
belief  that  Duracell  Ultra  justifies  a 
slice  of  the  market  in  its  own  right. 
This  achievement  was  based  on  the 
AA  and  AAA  sizes  alone:  the  full 
range  will  see  Duracell  Ultra  take 
even  greater  share. 


BATTERY  MARKET  BRAND  SHARES 


52  w/e  Dec  1998      Source:  IRI/CfK 

TOTAL  BATTERY  MARKET  VALUE:  £273.7M 

Top  Three  Brands 

Duracell  (inc  Ultra)  41.5% 
Ever  Read/  24.9% 
Panasonic  3% 

TOTAL  ALKALINE  BATTERY  MARKET 

Top  Three  Brands 

Duracell  (inc  Ultra)  54.2% 
Ever  Read/  17.3% 
Panasonic  1.5% 

Pharmacies  show  strong 
battery  sales 

The  battery  category  in  all 
pharmacies  is  currently  worth  just 
over£21m  with  27.5m  units  sold. 
Of  this,  independents  account  for 
just  under  Mm  by  value  with  5. 5m 
units  sold.  Duracell  enjoys  value 
shares  of  67.3%  and  44.1%  in 
independents  and  multiples 
respectively.  The  brand  is  by  far 
and  away  the  leader  in  the  category 
with  its  nearest  rival,  Energizer, 
accounting  for  10.3%  by  value  of 
the  total  pharmacy  market.  With 
Duracell  Ultra  now  rolled  out  onto 
all  the  five  main  general  purpose 
sizes,  its  share  is  likely  to  grow 
even  further. 


Duracell  is  the  batter/  market  leader:  Its  AA  size  alone 
accounts  for  more  sales  than  an/  other  batter/  brand. 

Duracell  (inc  Ultra)  total  market  value  share  415% 
Nearest  competitor:  Ever  Ready  24.9% 

Duracell  (inc  Ultra)  alkaline  market  value  share  54.2% 
Nearest  competitor:  Energizer  17.3% 

DURACELL:  undisputed  consumer  favourite 

Duracell  en|0/s  100%  consumer  awareness. 

Brand  properties  people  associate  with  Duracell  include' 
'high  quality'  92% 
'dependable'  92% 
'powerful'  90% 
'lasts  longest'  81% 

Sojrce:  Millward  Brown 
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two  heat/speed  settings  and  a  loop 
for  eas)  hanging,  it  retails  at  £9.99. 
Pifco  Carmen.  Tel:  0161  681  8321. 

Shampoos  and 
conditioners 

The  huge  growth  of  the  colorants 
market  has  had  a  knock-on  effect  on 
the  shampoo  and  conditioner  market, 
with  consumers  seeking  products 
that  will  enhance  and  protect  their 
colour-treated  hair. The  result  has 
been  a  plethora  of  new  products  to 
do  just  that,  including  Pantene  Colour, 
Elvive  and  John  Frieda  Blonde. 

Market  growth 

Shampoos  and  conditioners  have  seen 
good  growth  this  year,  with  shampoos 
up  by  6.8  per  cent  to£317.5m  and 
conditioners  up  8.5  per  cent  to 
£163. 2m. 

Market  trends 

Body  and  shine  are  now  standard 
requirements  from  a  shampoo,  and 
consumers  are  looking  for  extras 
when  they  make  their  choice  from 
the  huge  array  on  offer. "The  market 
has  become  much  more  personal, 
with  consumers  buying  for  me' 
products  -  they  want  something 
which  is  tailored  for  their  individual 
needs,''  says  Ruth  Gresser,  group 
product  manager  for  Clairol  Herbal 
Essences. "And  people  are  prepared  to 
pay  a  premium  for  products  which 
will  deliver  good  results." 

Nearly  everyone  uses  shampoo,  so 
the  only  way  to  grow  the  market  is  to 
persuade  us  to  buy  higher  value 
products  or  wash  our  hair  more 
often. "Today's  pack  sizes  tend  to  be 
smaller  and  people  are  certainly 
washing  their  hair  more  often,"  says 


HealthAid's  Hairvit  One-A- 
Day  supplement  lor  strong 
and  healthy  hair  has  been 
repackaged 


Ruth  Gresser.There's  still  room  for 
growth  in  the  conditioners  market, 
with  only  70  per  cent  of  us  using 
these. 

Areas  of  strongest  growth  include 
anti-dandruff  shampoos  and  products 
for  colour-treated  hair 'Rather  like 
skincare,  people  now  believe  they 
have  a  certain  type  of  hair  which 
needs  a  particular  type  of  product," 
she  says. At  Elida  Faberge,  Richard 
Marriott,  category  trade  manager  for 
haircare,  agrees:"It's  all  about  tailored 
products  -  a  shampoo  which  gives 
body  and  shine  is  a  now  a  minimum 
requirement.  People  are  looking  for 
extras  in  addition  to  this." 

"The  trend  is  still  towards  healthy 
hair  but  experience  shows  that  all 
haircare  products  must  have  a  clear 
end  benefit  such  as  thickening,  shine 
or  moisture,"  says  an  Alberto-Culver 
spokesperson. 

Products  such  as  Clairol  s  new 
Daily  Defense  are  part  of  a  growing 
trend  for  protection  in  the  haircare 
market,  which  has  spilled  over  from 
skincare. The  product  contains  a 
complex  of  proteins,  vitamin  E,UV 
filters  and  pro-vitamin  B5. 

Pharmacy  role 

At  Elida  Faberge.  Richard  Marriott 
advises  pharmacists  to  focus  on  the 
top  four  or  five  brands,  but  add  some 
niche  products  too. "Pharmacists  need 
to  develop  a  local  focus  too,  and  this 
is  their  strength,  as  long  as  you  know 
your  customers  and  what  they  will 
buy." 

Product  news 

The  Organics  range  has  been 
extended  with  the  launch  of  a 
combination  shampoo. Aimed  at  the 
2 1  per  cent  of  people  with  dry  tips 
and  greasy  roots,  the  shampoo 
contains  ingredients  to  control 
oiliness  and  replenish  dry  ends.Thc 
Organics  range  has  been  recently 
relaunched  with  eye-catching 
packaging  and  is  being  backed  by  a 
£9m  support  package  this  year, 
including  a  £2m  campaign  to  back  the 
new  combination  variant. 
Elida  Faberge.  Tel:  0181  481  6000. 
Procter  &  Gamble  has  added  variants 
for  colour-treated  hair  to  its  best- 
selling  Pantene  range. The  new 
Pantene  Pro-V  Color  range  comprises 
five  products  to  protect  and  cleanse 
the  hair. 

These  include  Colour  Protector 
Pre-Wash  Spray  (£2.99),  formulated  as 
a  pre-wash  to  protect  colour  from  the 
fading  effect  of  washing;  Nourishing 
Care  shampoo  (£2.69),  which  has  a 
gentle  cleansing  action; Vitalising  Care 
conditioner  (£2.99),  to  moisturise  and 
protect  the  hair;  Intensive  Care 
Masque  (±4.99),  which  gives  intensive 
conditioning:  Leave-in  LTV  Protector 
(£8.99),  to  protect  hair  from  colour 
fade.The  launch  is  being  backed  by  a 
£3m  television  campaign,  as  well  as 
press  advertising  and  sampling. 


Procter  &  Gamble.  Tel:  0800 
590555. 

Throughout  June  and  July,  Wella  is 
giving  customers  the  chance  to  win  a 
£5,000  shopping  experience  in  Milan 
with  purchases  of  special  packs  of 
their  Experience  shampoos. 
Wella  Great  Britain.  Tel:  01256 
320202. 

Nicky  Clarke's  Hairomatherapy  range 
of  haircare  products  has  been 
relaunched  with  improved 
formulations.  Shampoos  now  contain 
lactolan.a  milk  protein,  while  the 
conditioners  now  include  wheat 
protein  and  amino  acids  for  better 
performance. The  range  has  also  been 
repackaged  for  a  more  modern  look 
and  easier  product  selection.  New  to 
the  range  are  Instant  Calmer,  a 
relaxant  to  tame  unruly  hair,  and  60 
Second  Secret,  a  fast-acting  intensive 
conditioner. The  relaunched  range  is 
being  backed  by  an  advertising 
campaign. 

Food  Brokers.  Tel:  01705  222500. 

New  fromAhava  is  Advanced  Hair 
Mud  Masque  (£12.50),  a  treatment  for 
hair  and  scalp  to  improve  condition. 
The  dead  sea  minerals  help  to 
normalise  the  moisture  levels,  leaving 
hair  and  scalp  soft  and  shinv. 
Ahava  UK.  Tel:  01452  864574. 
TeTaoTea  is  a  new  haircare  range 
based  on  Chinese  herbs,  backed  by 
the  principal  of  the  School  of  Chinese 
Herbal  Medicine,  Michael  Mclntyre. 
There  are  five  combined  shampoo 
and  conditioner  products  in  the 
range:  Ginseng  Tea  Tonic  for  dry  and 
damaged  hair:  LemongrassTea  Shine 
for  normal/oily  hair;  Jasmine  Tea 
Calming  for  frizzy/unruly  hair;  Lotus 
Tea  Thickening  for  fine  and  flyaway 
hair;  Bamboo  Tea  Soothing  for  dry  hair 
and  sensitive  scalp.  Each  retails  at 
£2.99  for  250ml. 
Kuan  Ltd.  Tel:  0171  839  0808. 
Nizoral  Dandruff  shampoo  offers  a 
time-saving  solution  to  dandruff 
control.Trials  have  shown  that  if  the 
product  is  left  on  the  scalp  for  three 
to  five  minutes  the  active  ingredient 
ketoconazole  will  remain  working  for 
up  to  seven  days  in  most  people  and 
up  to  two  weeks  in  some.Thanks  to 
this  continuous  protection,  you  only 
need  to  use  the  shampoo  twice 
weekly  initially,  then  every  fortnight 
to  prevent  dandruff  recurring, 
according  to  the  company. 
Johnson  &  Johnson  MSD.  Tel: 
01494  450778. 
Schwarzkopf  is  relaunching  its 
Supcrsoft  range  of  shampoos, 
conditioners  and  hairsprays  with  new 
packaging  and  formulations. The  new 
shampoos  and  conditioners  come  in 
three  variants:  Nourishing  for  normal 
hair,  with  extracts  of  aloe  vera  and 
rosemary;  Moisturising  for 
dry/damaged  hair,  w  ith  extracts  of 
thyme  and  jojoba:Volumising  for  fine 
hair,  with  extracts  of  ginseng  and 
green  tea.They  retail  at  £1.69  each. 
Schwarzkopf.  Tel:  01296  314000. 


Top  ten  mousse 
brands 

Elvive  Freestyle 

Shockwaves 

V05 

Panfene  Pro-V 
Salon  Selectives 
Studio  Line 
Organics 
Nicky  Clarke 
Wellaflex 
Andrew  Collinge 
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New  Organics  Aquafoam  is 
an  alcohol-free  mousse 
which  gives  natural  looking 
hold  to  hair 

Clairol  Daily  Defense  is  a  new  range 
of  shampoos  and  conditioners  which 
will  protect  hair  from  the  onslaughts 
of  daily  life,  including  hard  water, 
pollution,  sunlight  and  smoke.The 
ingredients  include  a  complex  of 
proteins,  vitamin  E,  UV  filters  and  pro- 
vitamin B5.The  range  comprises  four 
shampoos,  four  conditioners  and  a 
leave-in  conditioning  spray.  The 
shampoos  contain  a  special  chelating 
ingredient  which  helps  remove  the 
deposits  that  dull  hair,  while  the 
conditioning  ingredients  seal  the  hair 
shaft  and  protect  it  from  damage. 
Bristol-Myers  Ltd.  Tel:  01895 
628000. 

Styling  aids 

Long  hair  has  always  been  around,  but 
this  season  it  's  become  high  fashion 
once  again  -  as  worn  by  Gwyneth 
Paltrow.Liz  Hurley  and  Julia  Roberts. 
But  hair  is  not  just  long,  it  has  to  be 
super-sleek  and  shiny  too,  which 
requires  greater  care  and  control, 
according  to  Alberto-Culver. 

As  with  every  sector  of  haircare, 
health  and  shine  are  standard 
requirements  of  styling  products 
these  days. We  don't  expect  the  sticky, 
stiff  look  of  the  1980s  -  today's 
products  offer  volume,  hold  and  shine 

Continued  on  P26  ■* 
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£20,142 

RNPFN  members  have  achieve 
this  by  investing  just  £100  a 
month  over  the  last  10  years 


00  -  00  -  00 
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,  The  Royal  National  Pension  Fund  ForNurs« 

RNPFN      Burdett  House,  1 5  Buckingham  Street,  London  WC2N 
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Now  you  can  share  in  this  investment  success 

No  matter  how  sophisticated  our  investment  portfolio,  few 
of  us  are  happy  without  a  solid  "banker"  solution  for  regular 
monthly  investments.  One  which  we  know  can  be  depended  on 
for  excellent  results  yet  still  provide  a  high  degree 
of  security. 

For  hundreds  of  thousands  of  health  professionals  throughout 
the  UK,  that  "banker"  is  RNPFN's  Moneyspinner. 

This  exceptionally  successful  'with  profits  endowment'  has 
provided  returns  which  are  head  and  shoulders  above  the 
largest  and  best  known  names  in  the  UK.  And  with  its 
consistently  guaranteed  return,  annual  bonuses,  built  in  life 
cover  and  tax-free  maturity  proceeds  it's  still  very  difficult  to  find 
a  better  package  of  benefits. 

For  more  information  about  this  superb  addition 
to  your  portfolio,  call  us  now  and  receive  this 
FREE  gift  with  our  thanks  for  your  enquiry. 


RNPFN  has  been  established  for  more  than  a  century,  and 
is  dedicated  solely  to  helping  all  health  professionals  and 
their  spouses  make  more  of  their  money.  We  have  no 
shareholders  to  satisfy,  no  high  overheads  to  maintain.  And  we 
never  pay  commission  to  brokers  or  agents  which  means  that 
when  you  invest  with  RNPFN  more  of  your  money 
is  invested  for  your  benefit. 


For  your  FREE  no  obligation 
Moneyspinner  Information  Pack  send  us  the  coupon 
below  or  call  our  customer  serviceline  free  on 


0800  77  6677 

Quoting  Ref.  No. 66/7 

Our  lines  are  open  Monday  to  Friday,  8am  to  9pm  Your  call  will  be  recorded  and 
randomly  monitored  for  your  protection. 
••••••«•••••••••••••••••••••••••••••••••••••< 

Your  invitation  to  start  saving  with  RNPFN  - 
and  reap  the  rewards! 

For  your  free,  no-obligation  information  pack,  return  this  completed  coupon 
to  RNPFN,  Burdett  House,  15  Buckingham  Street,  London  WC2N  6BR 
No  stamp  is  needed. 


Full  Name 


Address 


( M  r/M  rs/M  s/M  i  SS/D  r/Ot  he  r) 


Postcode 


RNPFN 


Home  telephone  number 
Date  of  birth 


Burdett  House,  15  Buckingham  Street,  London  WC2N  6ED 
Regulated  by  the  Personal  Investment  Authority. 

'Figure  Based  on  a  saving  of  £100  a  month  from  1st  April  1989 
to  1st  April  1999.  Past  Performance  does  not  guarantee 
similar  performance  in  the  future. 


E/07/066/C/N 


Occupation 

We  may,  from  time  to  time,  use  the  information  you  have  given  us  to  contact  you 
regarding  further  offers  and  products.  This  may  be  by  mail,  or  by  telephone  If  you 
do  not  wish  to  receive  such  information  please  tick  this  box 
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Haircar 
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with  a  natural  feel,  with  the  advances 
in  hairspray  technology  a  major  leap 
forward  for  consumers  who  have 
been  put  off  using  spray  in  the  past. 

Market  growth 

The  styling  aids  market  is  worth 
£1 16.8m  and  grew  by  1 1.2  per  cent 
during  the  past  year.  Mousses  still 
dominate  the  sector,  taking  41  per 
cent,  followed  by  gels  with  28  per 
cent  and  gel  sprays  at  11.1  per  cent. 
Hairspray  is  worth  £1 29.8m  and  has 
seen  no  growth  this  year. 

Mintel  says  over  half  of  women 
don't  use  styling  products,  so  there's 
still  room  for  growth.  Innovations 
such  as  heat-activated  products,  styling 
aids  to  protect  colour-treated  hair  and 
hairsprays  with  a  more  natural  feel, 
look  set  to  grow  the  market. 

New  products 

OrganicsAquafoam  is  a  new  alcohol- 
free  mousse,  which  promises  natural- 
looking  hold  without  stickiness  The 
formulation  is  instantly  absorbed  into 
the  hair,  giving  shape  and  body  with 
natural-feel  style.  Retailing  at  £2.99, 
the  new  mousse  is  being 
backed  by  a£lm  campaign  this 
summer. 

Elida  Faberge.  Tel:  0181  481  6000. 


L'Oreal  has  added  Volum' Max  mousse 
to  its  Studio  Line  styling  range.  Giving 
maximum  volume  with  long-lasting 
hold,  the  mousse  won't  leave  your 
hair  stiff  or  sticky. 

The  formulation  includes  a  vitamin 
complex  for  vitality,  shine  and 
protection. 

L'Oreal.  Tel:  0l6l  655  1400. 
Schwarzkopf  has  relaunched  its 
Supersoft  hairsprays,  with  new 
packaging  and  formulations.All  give 
long-lasting  hold  without  stickiness. 
The  range  includes:  Flexible  Hold 
with  extracts  of  green  tea  and  lotus; 
Maximum  Hold  with  thyme  and 
dewberry  extracts;  Firm  Hold  with 
rosemary  and  juniper  extracts,  and 
4Natural  Hold  with  calendula  and  aloe 
vera.  Each  retails  at  £1.89. 
Schwarzkopf.  Tel:  01296  314000. 

Accessories  product 
news 

Dcnman  has  added  two  new  products 
to  its  range, Thermo  Hot  Curl  brushes 
and  Thermo  Magic  rollers.Thermo 
Hot  curl  brushes  help  speed  up  the 
blow-drying  process  thanks  to  a 
vented  aluminium  barrel. They  are 
available  in  two  sizes,  for  medium 
length  hair  and  for  long  hair. Thermo 
Magic  rollers  arc  self-fixing  so  there's 
no  need  for  pins  or  clips. 

Used  with  a  hairdryer  a  heat- 
retaining  metal  band  in  the  roller 
helps  curls  to  set  quickly. 
Denroy  Intl.  Tel:  01247  462141. 


The  great  original 
is  the  perfect  present 

Handcrafted  in  England  since  1885 


For  Shining  Healthy  Hair 

brush  regularly  with  a  Mason  Pearson 

Write  for  a  colour  brochure  of  range 

Mason  Pearson  Bros. Ltd. 
37  Old  Bond  Street  London  W1X  4HL. 
Tel:  0171  491  2613  Fax:  0171  499  6235 


26  Chemist  &  Druggist  1 2  JUNE  1 999 


54ogel  Mebeverine  EssenU  .  ,v„ 


M        ^ been  ,eported  f  t?r0p  l,lc  ™c,'to  ^ 

fW-"0^        ft^acy  only.  Holder  of  Marfcrt.n,  4uth3r,<,dtlon  T[^> Mebp  Pt<h 
th  ^^S;     S.0ie  of  PreParat,on:  April  W,  Fybogel,  ^ J *  «  *£>*fe£* 


mepevenne  iw«""      no  \\w    -  \f 
°-'35g  of  mebeverine  hydrocWo^  °  %wttC^° 
°f  irritable  bowel  syndrome.  0°^^  ^ats-  aP 
"  one  sachet  morning  and  W»W  ..^o^e^' 


You're  already  holding  the  aces  for  treating  abdominal 
pain  and  bowel  dysfunction  associated  with  IBS.  Now 
you  can  really  strengthen  your  hand  by  playing  the  pair 
in  unigue  combination.  Fybogel  Mebeverine  gives  65% 
greater  relief  from  abdominal  pain  and  108%  greater 
improvement  in  bowel  function  when  compared  to 
mebeverine  and  high-fibre  diet'. 


Clinically  proven  relief  in  IBS 


as®" 


Missing  the  point? 

I  do  believe  that  Xrayser  is  missing 
the  whole  point  of  our  new  Ask  Your 
Pharmacist  consumer  well  site  (C&D, 
last  week).  Our  first  target  is  to  extend 
the  message  -  'Ask  Your  Pharmacist'. 

Forget  the  whi/./.y  gismos  and 
reams  of  detailed  information  on 
disease  management  .  Our  whole 
raison  d'etre  is  to  provide  the 
consumer  with  brief,  succinct 
information  on  minor  ailments  so  that 
they  can  ask  you,  the  pharmacist,  for 
personalised  advice. 

Initially,  this  is  not  a  web  site  that 
will  give  on-line  advice  on  health 
issues  and  treatments,  and  it  certainly 
won't  suggest  branded  medicines  to 
treat  symptoms.  What  it  does  give  the 
surfer  is  a  directory  of  the  services 
that  their  local  community  pharmacy 
provides  with  full  contact  details.  It 
also  highlights  the  symptoms  of 
common  ailments  and  points  the 
consumer  in  the  direction  of  the 
pharmacist  -  to  ask  for  advice. 

The  difficulty  we  have  is  striking  a 
balance  between  whizzy  gismos  and 
ethical  presentation.  Maybe  we  are 
erring  on  the  side  of  caution,  and  we 
will  certainly  take  Xrayser's 
comments  on  board.  However,  we 
have  had  some  excellent  feedback 
about  the  site  and  some  very  positive 
remarks.We  want  to  encourage  your 
customers  to  visit  the  site  and  tell  us 
how  it  can  be  improved. 

This  is  just  the  beginning.  We,  like 
Xrayser,  recognise  the  tremendous 
potential  of  the  Ask  Your  Pharmacist' 
site  -  not  to  replace  the  pharmacy  as 
the  place  to  go  for  health  information, 
but  as  an  interesting  site  which  will 
educate  the  public  and  encourage 
them  to  make  better  use  of  pharmacy. 

So  the  request  is  still  open  -  help 
us  to  help  you. Talk  to  us.Tell  us  what 
your  customers  would  like  to  see  on 
our  web  site.  Let's  have  some  more 
constructive  suggestions  please. 
Veronica  Wray 

Head  of  public  affairs,  National 
Pharmaceutical  Association 


LETTERS 


Election  pantomime 
time  again 

The  annual  election  pantomime  has 
definitely  come  around  again, 
whether  we  wanted  to  be  spectators 
or  not.  I  was  amazed  when  Christine 
Glover  was  re-elected  onto  Council 
and  absolutely  astounded  when  I  read 
she  was  elected  as  president.  Here  is  a 
person  who  was  elected  onto  Council 
in  1998  and  off  within  days,  choosing, 
damagingly,  to  resign. 

So  why  have  Council  members 
voted  her  in  for  president?  Why  have 
the  most  intelligent  minds  in  our 
profession  and  the  independent 
voices  on  Council  let  this  happen?  I 
can't  help  feeling  let  down. 

I  hope  the  Council  can  work 
together  now  and  rely  on  the  strong 
foundations  left  by  Mr  Patel  during  his 
administration,  and  continue  to 
actively  include  him  in  all  matters  - 
excising  him  now  would  mean  re- 
inventing the  wheel.That  would  take- 
time,  time  we  don't  presently  have.  It 
would  also  mean  that  in  his  capacity 
as  a  practising  pharmacist,  Mr  Patel 
could  advise  the  top  table  from  a  grass 
roots  position. 

The  profession  now  needs  a  united 
and  happy  Council  with  all-round  co- 
operation: it  is  the  least  that  we  as 
members  of  the  profession  deserve. 
M  Orchel 

Totton,  Southampton 

Council  'out  of  touch' 

Why  do  I  get  the  distinct  impression 
that  certain  members  of  our  highly 
regarded  Council  arc  intent  on 
chasing  and  realising  their  own 
personal  interests  rather  than  leading 
our  profession? 

Yet  again  we  have  a  change  of 
leadership  and  for  what  reason?  Last 
year  both  president  and  vice 
president  were  pharmacists  who 
worked  at  the  grass  roots  with  the 
rest  of  us. Their  substantial  experience 
helped  them  to  understand  our 
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problems. The  president  seemed  to 
work  tirelessly  in  uniting  the 
profession:  he  seemed  fair  and  just  in 
pushing  us  forward  in  the  eyes  of 
government. 

So  what  now''  We  have  a 
democratically  elected  president  who 
does  not  practise  pharmacy  since  she 
sold  her  business.  And  we  have  a 
retired  superintendent  of  Boots  who 
has  probably  not  worked  at  the  coal 
face  for  many  years. 

For  the  sake  of  continuity,  the 
Banks  report  recommended  that  the 
president  should  serve  for  two  to 
three  years  subject  to  annual 
approval.  Surely  the  report  was 
endorsed  by  Council,  so  why  has  it 
gone  against  it?  Once  again  it  seems 
to  me  that  Council  members  are  out 
of  touch  and  do  not  appreciate  what 
we,  the  members,  want  and  what  is 
best  for  the  profession. 
Dr  SJafar 
Manchester  MM 

Eternal  gratitude 

The  article  by  Sian  Davies  {C&D  29 
May)  was  interesting  and  well  thought 
out.  In  light  of  the  prosecution  of  the 
pharmacist  and  pre-registration 
student  for  manslaughter,  I  think  that 
she  should  have  added  a  note  of 
caution.  Pre-registration  students  have 
had  only  a  few  hundred  hours' 
dispensary  experience,  and  then  not 
in  what  I  would  term  real' conditions. 
Pharmacists  who  employ  pre-reg 
students  should  be  prepared  to  have 
them  closely  shadowed  by  a  well 
qualified  dispenser. The  tutor  must 
remember  that  even  recently  qualified 
dispensers  will  have  done  ten  times 
more  practical  dispensing  than  the 
pre-reg. The  pre-reg  student  must  be 
considered  a  supernumerary  member 
of  staff,  there  to  learn  the  profession. 
Pharmacists  should  be  eternally 
grateful  to  those  responsible  for  their 
postgraduate  education,  and  especially 
their  tutor. 
P  Walton 
Manchester  Mil 


Guiding  consumers  to  treat  responsibly 


The  World  Self-Medication  Industry  was 
set  to  publish  a  booklet,  Guiding  prin- 
( iples  in  self-medication  this  week 

It  aims  "to  stimulate  discussions  that 
improve  consumer  choice  and  interest 
in  responsible  self-medication"  as  well 
as  discussing  ways  in  which  regulatory 
authorities  can  adapt  and  implement 
tneasures.The  book  says  that  the  social 
and  economic  value  of  responsible 
self-medication  must  be  recognised, 
and  that  it  has  a  positive  health  out- 
come both  for  individuals  and  society 
as  a  whole. 


WSMI  argues:  "The  first  key  to  devel- 
oping a  drug  policy  which  includes 
self-medication  is  to  draw  a  distinction 
between  those  products  which  require 
more  active  involvement  by  a  doctor  or 
other  qualified  health  professional  for 
safe  and  effective  use  (ie  prescription 
medicines),  and  those  products  which 
are  safe  and  effective  for  use  by  con- 
sumers on  the  basis  of  the  marketing 
authorisation  and  labelling  (ie  non-pre- 
scription medicines)." 

Labels  and  leaflets  designed  for  con- 
sumers are  a  "fundamental  require- 


ment".Advertising  is  ill  suited  to  carry 
detailed  information,  but  WSMI  calls 
for  an  examination  of  ways  to  improve 
the  visibility  of  non-prescription  medi- 
cines and  the  access  to  them  in  exist- 
ing channels,  while  promoting  respon- 
sible self  medication. 

The  WSMI  report  was  due  to  be 
launched  in  Berlin  at  the  joint  assem- 
bly of  WSMI  and  the  Association  of 
the  European  Self-Medication  Industry 
(AESGP)  .  Further  details  of  the  con- 
ference will  appear  in  next  week's 
issue. 


ESSENTIAL  INFORMATION 
Imodium™  Plus 

Presentation:  Chewable  tablet  containing  toperanr 
Hydrochlonde  Ph  Eur  2mg  and  Simethicone  USP  equivalent 
125mg  polydimethylsiloxane  Indications:  Imodium  Plus 
indicated  for  the  symptomatic  treatment  of  acute  diarrhoea 
adults  and  adolescents  over  12  years  when  acute  diarrhoe; 
associated  with  gas-related  abdominal  discomfort  includi 
bloating,  cramps  or  flatulence  Dosage  and  administcatii 
Adults  over  18:  Two  tablets  initially,  followed  by  one  tat 
after  every  loose  stool  Young  adults  age  12-18:  1  tat 
initially  followed  by  one  tablet  after  each  loose  stool.  Not  to 
used  for  children  under  12  years  Maximum  dose:  Four  tabl 
in  24  hours,  limited  to  no  more  than  2  days.  Cont 
indications:  Hypersensitivity  to  any  component  of  the  prodi 
Acute  dysentery  characterised  by  blood  in  stool  or  high  fe\ 
Imodium  Plus  contains  sorbitol  and  should  therefore  not 
used  in  patients  with  sorbitol  intolerance  or  truck 
intolerance  (i.e.  in  fructose  -1,6-diphosphatase  deficient 
Avoid  when  inhibition  of  peristalsis  is  undesirable  Ac1 
ulcerative  colitis  or  antibiotic-related  pseudomembranr 
colitis  Precautions:  In  patients  with  (severe)  diarrhoea,  fl 
and  electrolyte  depletion  may  occur  In  such  cases,  appropri 
fluid  and  electrolyte  replacement  should  be  considered, 
symptoms  persist  for  more  than  48  hours,  treatment  should 
stopped  and  a  doctor  consulted  Imodium  Plus  should  only 
used  dunng  pregnancy  or  lactation  on  the  advice  of  a  doc 
Medical  supervision  is  required  in  patients  with  severe  li 
dysfunction.  Diarrhoea  should  be  treated  causally  if  possil 
Drugs  prolonging  intestinal  transit  time  can  indi 
development  of  a  toxic  mega  colon.  Discontinue  if  constipat 
and/or  abdominal  distension  develop  Side  effects:  Naus 
hypersensitivity  reactions  (e.g  skin  rash),  headache, 
mouth,  cough,  chills,  taste  disturbance,  constipation  and 
abdominal  distension.  Rarely,  paralytic  ileus,  usually  follow 
improper  use  Treatment  of  overdose:  If  CNS  depression 
paralytic  ileus  occur  following  an  overdose,  naloxone  can 
given  as  an  antidote.  Repeated  doses  of  naloxone  may 
required.  The  patient  should  be  monitored  for  CNS  depress 
for  at  least  48  hours  Price:  6  tablets  £3.45, 18  tablets  £7.3 
tegal  category:  P.  PL:  13249/0020  PL  Holder:  Johnson 
Johnson  MSD  Consumer  Pharmaceuticals,  Enterprise  Hol 
Station  Road,  Loudwater,  High  Wycombe,  Bucks,  HP10  9U 

Imodium™ 

Presentation:  Capsule  containing  loperamide  hydrochlor 
2mg  Indications:  P  Symptomatic  treatment  of  ac 
diarrhoea  associated  with  IBS  in  adults  following  mi 
diagnosis  by  a  doctor  P  &  GSL:  Symptomatic  treatment 
acute  diarrhoea  in  adults  and  children  over  12  years  < 
Dosage  and  administration:  Adults  and  children  over  12:  T 
capsules  initially,  followed  by  one  capsule  after  every  loi 
stool.  Usual  dose  is  3-4  capsules  per  day.  For  symptom, 
treatment  of  acute  episodes  of  diarrhoea  associated  with  IB! 
adults:  Two  capsules  initially,  usual  dose  is  2-4  capsules  per  < 
in  divided  doses,  depending  on  seventy  Maximum  dose:  8 
and  6  capsules  (CSt)  in  24  hours  Contra-indicatio 
Hypersensitivity  to  any  component  of  the  product.  Ac 
dysentery  characterised  by  blood  in  stools  for  high  fever  Wf 
inhibition  of  peristalsis  is  to  be  avoided,  in  particular  when  ill 
or  constipation  are  present  or  when  abdominal  distens 
develops  particularly  in  severely  dehydrated  children  or 
patients  with  acute  ulcerative  colitis  or  antibiotic  rela 
pseudomembranous  colitis  GSt  -  do  not  use  wf 
inflammatory  bowel  disease  is  present.  Precautions:  In  patie 
with  diarrhoea,  especially  young  children,  fluid  and  electrol 
depletion  may  occur.  In  such  cases  appropriate  fluid  ; 
electrolyte  replacement  should  be  considered.  If  sympto 
persist  for  more  than  24  hours,  a  doctor  should  be  consult 
It  is  not  advisable  to  use  Imodium  during  pregnancy  £ 
caution  is  advised  if  Imodium  is  to  be  administered  to  a  nurs 
mother.  Imodium  must  be  used  with  caution  when  the  hep; 
function  necessary  for  metabolism  of  the  product  is  defect 
e.g.  in  cases  of  severe  hepatic  disturbance.  Patients  tak 
Imodium  to  control  episodes  of  diarrhoea  associated  with 
diagnosed  by  a  doctor  should  consult  their  doctor  if  tt 
pattern  of  symptoms  changes,  episodes  of  acute  sympto 
continue  for  more  than  2  weeks  or  there  is  a  need 
continuous  treatment  of  more  than  two  weeks.  CSL  -  first  I 
treatment  in  acute  diarrhoea  is  prevention  or  treatment  of  fli 
and  electrolyte  depletion  particularly  in  frail  and  elde 
patients  Side  effects:  Abdominal  cramps,  nausea,  vomitii 
tiredness,  drowsiness,  dizziness,  dry  mouth  and  occasio- 
hypersensitivity  reactions  (e.g.  skin  rash  including  uticai 
have  been  reported.  Rarely,  paralytic  ileus,  bloating  a 
constipation  have  been  reported.  Treatment  of  overdose: 
CNS  depression  or  paralytic  ileus  occur  following  an  overdo 
naloxone  can  be  given  as  an  antidote.  The  patient  should 
monitored  for  CNS  depression  for  at  least  48  hours.  Casl 
lavage  or  induced  emesis  and/or  enema  or  laxatives  may 
recommended.  Price:  2  capsules  £1.00,  8  capsules  £3.90, 
capsules  £5.15, 18  capsules  £6.35.  tegal  category:  P  8/12/ 
capsules.  CSt  2  capsules.  PL:  00242/0028  PL  Holder:  Jansse 
Cilag  Limited,  Saunderton,  High  Wycombe,  Bucks  HP14  4H 
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Diarrhoea  is  the  most  common  complaint  that  makes 
a  holiday  memorable  for  all  the  wrong  reasons.  Wisely, 
instead  of  doing  nothing,  many  people  seek  advice  from 
their  pharmacist  before  departing.  They  appreciate  that 
professional  expertise  is  a  far  safer  bet  than  risking  the 
effects  of  diarrhoea  in  a  foreign  country. 

Under  these  circumstances  you  can  confidently 
recommend  Imodium  Plus.  Only  available  from  pharmacies, 
it's  a  breakthrough  formula  which  combines  loperamide 
with  simethicone.  Not  only  can  it  bring  effective,  speedy 
relief  with  just  one  dose,  Imodium  Plus  also  treats  the 
associated  symptoms  of  cramps,  wind  and  bloating,  thus 
helping  to  restore  your  body's  normal  balance.  And 
because  the  tablets  are  chewable,  people  don't  have  to 
risk  swallowing  them  with  the  local  water. 

To  support  all  your  diarrhoea  recommendations,  we 
have  launched  an  extensive  pharmacy  educational 
programme.  If  you  would  like  to  be  part  of  this  and  receive 
one  of  our  I'm  here  to  help'  support  packs,  just  call  us  on 
0800  3890030.  Then,  whenever  customers  seek  advice, 
you  and  your  staff  will  be  ready  to  help. 

Hopefully  they  will  then  remember  their  holiday  for 
all  the  right  reasons. 

|iimwH<i|tAiwn  °  MSD 

c  ok  su  me  r    rutin  c  e  u  t  i  c  a  i  s  Further  information  is  available  from:  Enterpn 


Imodium 

LIQUID 


Loperamide  and  simethicone 

House,  Station  Road,  Loudwater,  High  Wycombe,  Buckinghamshire  HP10  9UF.  Tel:  01494-450778 
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r  Fritz  Oesterle,  Gehe's 
chief  executive 
officer,  is  keen  to 
stress  the  youthfulness 
of  the  company's  new 
look  board,  the 
average  age  of  its  members  has  fallen 
1 1  per  cent  since  January.And  more 
than  a  third  are  newcomers. 

These  include  Dr  Oesterle  -  46 
years  old  -  who  replaced  Dieter 
Kammerer  after  he  retired  at  the  end 
of  last  year. 

Although  Gehe  gave  early  notice  of 
Dr  Oesterle  s  appointment  last 
October,  it  was  still  a  surprise  to 
some. As  a  partner  of  Oppenlandcr.  a 
Stuttgart-based  law  firm.Dr  Oesterle 
could  be  considered  an  outsider, 
although  he  has  been  an  adviser  of 
Gehe  for  around  18  years. 

Speculation  suggests  the  group  had 
three  internal  candidates,  one  of 
whom  was  Dr  Karl  Gerhard-Eick,  its 
chief  financial  officer,  who  left  to  join 
Gehe's  major  shareholder,  Franz 
Haniel  &  Gie,  when  he  did  not  get  the 
top  job. 

Dr  Oesterle  disagrees.  Nobody  in 
Gehe,  he  says,  had  applied  for  Mr 
Kammerer's  job.  Dr  Gerhard-Eick's 
new  job  was  a  "promotion "."I  was 
approached  by  Gehe  to  take  the  job 
last  year  and  that  was  because  I  had 
been  an  outside  adviser  of  Gehe  for 
so  long,"  says  Dr  Oesterle. 

The  breadth  of  his  advice  has 
ranged  from  pharmacists'  businesses 
to  Gehe's  European  acquisitions, 
including  AAH  Pharmaceuticals  and 
Lloydspharmacy. 

Stefan  Meister,  Gehe's  recently 
appointed  chief  financial  officer, 
admits  not  everybody  in  Gehe  knew 
Dr  Oesterle.  "Among  people  who 
knew  him,  it  was  not  a  surprise  to 
find  out  he  was  replacing  Mr 
Kammerer"  he  says. 

And  in  Germany's  business  world, 
he  adds,  lawyers  are  occasionally 
appointed  to  head  companies. 

Ongoing  interest 

Mr  Kammerer  retains  an  interest  in 
Gehe  as  an  adviser  to  the 
management  board,  and  by  sitting  on 
the  supervisory  boards  of  its  German, 
French  and  UK  pharmaceutical 
subsidiaries.  (These  boards  have  12 
members  each,  half  drawn  from  the 
subsidiary  's  employees  -  not 
management  -  and  the  remainder 
from  its  shareholders.  Each  board 
appoints  the  relevant  company's 
board  of  directors  and  liaises  with 
them  over  corporate  strategies.) 

How  will  Dr  Oesterle  benefit  from 
his  experience  as  Gehe's  adviser? 
"The  main  advantage  is  that  it  has 
given  me  a  deep  understanding  of 
pharmacists' businesses  -  their  needs 
and  their  view  of  the  future,"  he  says. 

Fie  will  have  to  draw  on  that 


Moving  from  a  law  firm  to  one  of  Europe's  largest 
pharmaceutical  wholesale/pharmacy  groups  seems  a 
curious  career  decision.  Gehe's  chief  executive  officer, 
however,  feels  at  home  in  his  new  corporate 
environment.  Guy  L'Aimable  reports 


Changing  places 


knowledge  to  ensure  Gehe  sustains 
the  progress  it  enjoyed  last  year,  when 
its  turnover  rose  1.3  per  cent  to 
DM25. 36  billion.This  reflected  the 
divestment  of  non-core  businesses  in 
1997  -  excluding  these  divestments, 
the  group's  turnover  rose  6.5  per 
cent.  And  its  pre-tax  profits  grew  6.6 
per  cent  to  DM504  million. 

Its  German  pharmaceutical 
wholesale  profits  rose  a  fraction  to 
DM101  million,  while  those  of  its 
French  subsidiary,  OCP  Group,  grew 
21.6  per  cent  to  DMl64m. 

Profits  up 

AAH  pic  s  profits  leapt  48.4  per  cent 
to  DM91  million,  and  those  of  its 
pharmacy/retail  arm  -  mainly 
Lloydspharmacy  -  grew  65. 3  per  cent 
to  DM44  million.  Due  to  the 
divestment  of  some  underpcrforming 
Supersave  drugstore  outlets, 
pharmacy/retail  turnover  fell  4  per 
cent  to  DM2.31  billion. 

The  true  scale  of  AAH  pic's 
progress  is  hidden  by  its  interest 
payments  -  AAH  is  paying  off  the  debt 
Gehe  took  on  for  acquiring  the  group 
and  Lloyds  -  which  annually  amount 
to  around  £50m. 

Gehe  claims  AAH  Pharmaceuticals 
now  has  37  per  cent  of  the  UK 
wholesale  market,  whereas  UniChem 
has  28  per  cent. 

Dr  Oesterle  is  pleased  with  the  UK 
group's  performance  and  says  it  has 
met  all  its  targets 'I  would  like  to  see 
AAH/Lloyds  make  a  little  bit  more 
profit  this  year,"  he  says,  although  he 
will  not  be  drawn  on  precise  figures. 

AAH  pic's  sales  grew  9  per  cent  in 
sterling  during  the  first  quarter,  but  Dr 
Oesterle  knows  they  are  unlikely  to 
rise  that  fast  throughout  the  year 
Even  though  the  higher  discount 
clawback  and  greater  competition 
will  cut  into  the  group's  profits,  he 
dismisses  suggestions  that 
AAH  pic  will  make  less  money  than 
Gehe  anticipated  over  the  next  few 
years. "That  isn't  my  expectation  -  if 
there's  no  tremendous  change  in  the 
UK  healthcare  system. And  even  if 


Herr  Dr.  Oesterle 


Dr  Fritz  Oesterle,  Gehe's  chief  executive  officer 
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there  is,  we'd  have  to  look  at  how  to 
deal  witli  it.There  are  always 
possibilities  to  develop  a  business, 
maybe  not  next  year,  but  the 
following  year,"  he  says. 

Michael  Major's  resignation,  he 
adds,  is  a  blow  for  Lloydspharmacy, 
but  the  company  expects  to  weather 
it  under  Michael  Ward,  who  is 
assuming  Mr  Major  s  duties,  as  well  as 
his  current  responsibilities  as  AAH 
pic's  chief  executive. 

Mr  Ward  might  want  to  appoint  a 
new  managing  director  sooner  rather 
than  later,  considering  his  workload 
also  includes  the  supervision  of 
Gehe's  Italian  pharmacies, 
although  he  says  he  will  not  rush  any 
decision. 

It's  tough  in  Germany 

Gehe,  meanwhile,  could  find  it  hard  to 
develop  in  Germany's  notoriously 
tough  pharmaceutical  market,  where 
the  Government  has  already  pledged 
to  cut  healthcare  costs  by  DM1  billion 
this  year,  even  though  the  market 
grew  8  per  cent  last  year. 

With  similar  cost-cutting  measures 
in  France  expected  to  hamper  the 
OCP  Group's  growth,  Dr  Oesterle 
says  Gehe  should  help  its  own  cause 
by  becoming  more  efficient. "The 
synergies  between  OCRAAH, 
Lloyds  and  Gehe  in  Germany  are 
not  as  comprehensive  as  we  would 
want,"  he  says,  while  remaining  coy 
about  the  financial  scale  of  these 
synergies. "We  will  strengthen  this 
capability  to  form  one  European 
group,  which  was  on  the  agenda  of 
the  old  board." 

So  this  means  Gehe  wants  its 
European  subsidiaries  to  work  as  an 
integrated  whole,  rather  than  a 
collection  of  separate  organisations. 

Dr  Oesterle,  understandably, 
believes  the  governments  are  wrong 
to  squeeze  healthcare  costs.  "A  single 
focus  on  pharmaceuticals  to  save 
money  is  wrong  because  to  provide  a 
healthcare  service  through 
pharmaceuticals  is  much  cheaper 
than  to  use  hospitals,  doctors  or  other 
means,"  he  says. 

Market  Assessment  International,  a 
market  researcher,  reckons  the 
European  governments'  healthcare 
programmes  will  slow  the  continent's 
pharmaceutical  expansion  to  around 
4  per  cent  a  year  until  2004.The 
market  is  currently  worth  around  £50 
billion. 

Gehe  expects  its  group  sales  to 
grow  by  at  least  5  per  cent  this  year  - 
they  rose  10  per  cent  during  the  first 
quarter. 

Perhaps  in  recognition  of  the  task  it 
faces,  Gehe  will  be  floating  its 
business  equipment  mail  order 
division,  Kaiser  +  Kraft,  so  that  it  can 
concentrate  on  healthcare. 

Dr  Oesterle  says  Gehe  will  maintain 
its  market  shares  in  the  UK  and 
France,  and  could  achieve  a  slight 
increase  in  Germany,  helped  by  the 


recent  acquisition  of  a  Dusscldorf- 
bascd  wholesaler. 

But  the  problem  of  pursuing  a 
higher  market  share,  he  adds,  is  that 
Gehe's  profits  could  suffer  because  it 
may  have  to  offer  bigger  discounts  to 
attract  customers.  "It's  a  balance 
between  discounts  and  the  wish  to 
increase  our  market  share,"  he  says. 
"We  want  to  focus  on  our  customer 
services,  so  that  we  can  attract  new 
customers  without  increasing  our 
discounts." 

While  some  firms  experience 
radical  changes  when  the  top  job 
changes,  because  the  new  person 
feels  that  he  or  she  has  to  make  a 
mark',  Dr  Oesterle  is  happy  with 
Gehe's  current  strategy 'If  I  was  to 
change  how  Gehe  was  being  run,  I 
would  be  tampering  with  its  success 
story  -  I  don't  want  to  do  that,"  he 
says. 

Like  Alliance  UniChem,  Gehe  wants 
to  take  advantage  of  the  pharmacy 
privatisation  mood  sweeping  through 
Europe.  Both  companies  now  have 
stakes  in  Italian  pharmacies/ 
wholesalers:  Gehe  with  Bologna- 
based  AFM,  and  AU  with  the  smaller, 
Rimini-based  AMFA. And  they  will  be 
bidding  against  each  other  when 
other  Italian  pharmacy  groups 
become  available. 

Since  the  Netherlands  and  Belgium 
already  allow  pharmacy  chains,  Gehe 
wants  to  move  in  there  too. Wherever 
possible,  its  aim  is  to  acquire 
integrated  pharmacy  retail/wholesale 
businesses  and  to  expand  them  as 
vertically  integrated  groups/  This 
expansion  will  mean  more  risk 
diversification  for  Gehe,"  he  says. 

Taking  risks 

And  it  can  be  more  risk)':  the  group, 
for  example,  withdrew  from  Poland 
because  its  economic  conditions 
were  unlikely  to  generate  the  kind  of 
returns  it  needed. 

With  the  likes  of  Gehe,Alliance 
UniChem  and  Phoenix  rampaging 
through  Europe,  Dr  Oesterle  believes 
the  continent's  pharmaceutical 
market  could  be  dominated  by  a  few, 
giant  vertically  integrated  groups  in 
ten  years'  time.  Small,  local  players 
will  be  forced  out,  particularly  when 
the  single  European  pharmaceutical 
market  is  formed. 

Despite  governments'  tighter 
purses,  he  says  the  future  of  European 
pharmaceutical  wholesaling  looks 
good,  since  the  markets  will  grow  to 
accommodate  their  ageing 
populations. 

Gehe  could  even  use  its  European 
experience  to  gain  footholds  in 
markets  outside  Europe.  While  Dr 
Oesterle  will  not  give  firm  details  -  he 
rules  out  China  -  Gehe  could  well  be 
eyeing  the  £25  billion  Japanese 
market  .  After  all,  the  Boots 
Company  will  be  opening  its  first 
health  and  beauty  store  in  Tokyo  this 
summer 


1999  marks  the  second  year  of  UniChem's  Great 
Business  Awards  scheme.  The  scheme  has  been  designed 
to  reward  those  pharmacists  with  an  entrepreneurial 
spirit  and  a  strong  commitment  to  succeed. 

2  Free  places  on  UniChem's  2000  Convention  is  the  prize 
for  the  overall  winner  while  the  category  winners  will 
each  receive  £1 000  towards  the  holiday  of  their  choice. 

Here's  a  reminder  of  Award  Category  (2) 

PROMOTING 
THE  BUSINESS 

Independent  local  pharmacists  need  to  encourage 
customers  within  their  community  to  visit  their 
pharmacy.  This  can  be  achieved  in  many  different 
ways.  Through  local  advertising,  door-drop  mailings 
and  of  course  promotion  in  the  pharmacy  window. 
Exciting  and  interesting  window  displays  will  certainly 
encourage  store  traffic.  Once  the  customer  is  in  the 
pharmacy  then  well-sited  promotions  that  encourage 
purchase  and  repeat  visits  are  very  important. 

Promotion  of  the  business  requires  creativity  and 
lateral  thinking.  It  is  these  qualities  that  the  judges  will 
be  looking  for.  These  same  qualities  could  send  you 
jetting  around  the  world. 

Entry  to  the  Awards  is  via  an  official  entry  form  which 
can  be  obtained  from  UniChem's  Marketing  Department. 
(Tel.  0181  391  2323). 

Other  categories  are:  (1)  Business  Development 
and  (3)  Building  Relationships  in  the  Community. 


UniChem 
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The  impact  of  takeovers  on  pharmaceutical  wholesalers 
was  evident  as  the  British  Association  of  Pharmaceutical 
Wholesalers  met  for  its  annual  conference  last  week  at 
Slaley  Hall,  Northumberland.  BAPW's  associate  member 
delegates,  representing  manufacturers,  outnumbered 
wholesaler  delegates  at  its  AGM.  Guy  L'Aimable  reports 

Pharma  firms  and  wholesalers 
join  forces  to  curb  grey  market 


Pis  must  follow 
temperature 
control  guide 

Parallel  imports  entering  the  UK  are 
not  being  checked  to  ensure  their  sup- 
pliers have  followed  the  correct  tem- 
perature control  procedures,  accord- 
ing to  Philip  Ward,  a  pharmacy  consul- 
tant and  former  responsible  person' at 
Boots. 


Philip  Ward,  pharmacy 
consultant 


Mr  Ward  said  parallel  imports  were  a 
"big  loophole"  in  current  temperature 
control  guidelines,  which  have  recent- 
ly been  drawn  up  as  a  protocol  that  is 
expected  to  be  followed  by  manufac- 
turers and  most  wholesalers.  Pharma- 
ceutical wholesalers,  he  said,  should 
ask  parallel  importers  how  their  prod- 
ucts were  stored  when  they  bought 
them.  While  most  parallel  importers 
maintained  good  temperature  control 
standards,  he  said,  the  problem  lay  in 
the  countries  where  the  products  orig- 
inated, where  manufacturers  did  not 
have  to  follow  the  recommendations. 

Michael  Watts,  executive  director  of 
the  British  Association  of  Pharmaceuti- 
cal Wholesalers,  admitted  the  Assoc- 
iation felt  uncomfortable  about  the  situ- 
ation. "One  manufacturer  was  deliver- 
ing parallel  imports  from  overseas  to 
wholesalers  in  one  weekend,  with  no 
temperature  control  whatsoever.  That's 
a  concern" he  said. 

But  the  temperature  control  proto- 
cols, he  added,  were  designed  to  pre- 
vent such  practices.The  BAPW  will  be 
liaising  with  the  European  [pharma- 
ceutical] Wholesale  Association  to  set 
up  a  European-wide  protocol,  which 
could  become  part  of  a  European 
directive.  "Not  accepting  the  protocol 
is  not  an  option,"  said  Mr  Watts. 

The  recommended  temperatures  of 
European  protocols,  when  they  are 
eventually  adopted,  will  vary  to  take 
into  account  the  countries'  respective 
climates. 

Mr  Watts  said  the  UK  guidelines 
were  an  ideal  and  the  Medicines 
ControlAgency  would  take  account  of 

Confinued  on  P36  -» 


Pharmaceutical  wholesalers  and  man- 
ufacturers will  be  setting  up  a  joint 
working  party  to  study  how  the  grey 
market  -  excluding  parallel  imports  - 
can  be  curbed. 

David  Walker,  a  healthcare  manage- 
ment consultant  and  former  UniChem 
executive,  who  presented  a  hard  hit- 
ting review  of  the  market  at  the  con- 
ference, said  the  new  working  party 
should  study  evidence  on  the  grey 
market  and  should  approach  compa- 
nies actively  involved  in  it. 
Pharmaceutical  manufacturers  who 
refuse  to  stop  dealing  with  the  market 
should  be  reported  to  the  Department 
of  Health,  which  could  take  appropri- 
ate action  through  the  Pharmaceutical 
Price  Regulation  Scheme. 


David  Walker,  healthcare 


management  consultant 

"The  working  party,  if  it  has  the  will, 
can  kill  off  the  pervasive  disease  that  is 
this  grey  market,"  he  said. 

Manufacturers  could  also  help  h\ 
recording  batch  numbers  of  products 
and  keeping  track  of  their  progress 
right  through  to  the  dispensing  stage. 
This  would  pinpoint  where  the  prod- 
ucts were  leaking  onto  the  market. 

Michael  Watts,  executive  director  of 
the  British  Association  of  Pharma- 
ceutical Wholesalers,  said  the 
Association  had  already  been  ques- 
tioned by  the  DoH  about  the  grey  mar- 
ket and  the  discounts  available  on 
pharmaceuticals.  "The  Department  of 
Health  is  hoping  the  industry  will 


police  itself  -  this  is  a  'no  win'  situation 
for  everybody  and  we've  got  to  beat  it 
somehow,"  he  said. 

Mr  Walker  said  manufacturers  and 
wholesalers  needed  to  act  immediate- 
ly because  the  grey  market  is  "spiral- 
ling out  of  control". 

He  told  delegates,  a  number  of 
whom  were  manufacturers  and  associ- 
ate members  of  the  BAPW,  that  every- 
one in  the  supply  chain  was  involved. 
Pharmaceutical  manufacturers'  mar- 
keting staff,  for  example,  offered  bonus 
stock  or  brand  equalisation  deals. 

Mr  Walker  said  manufacturers 
should  stop  these  practices  immedi- 
ately, no  matter  how  popular  they 
were,  because  the  companies  were 
harming  themselves  by  encouraging 
the  grey  market  to  thrive.  By  concen- 
trating on  turnover  at  any  price,  the 
manufacturers  were  sacrificing  their 
profits.  "You  must  focus  on  the  world 
view, not  just  the  local  market, "he  said. 

Other  guilty  parties  included  dis- 
pensing GPs  who  are  allowed  by  phar- 
maceutical sales  reps  to  order  far  more 
than  they  could  dispense,  and  then  sell 
the  surplus  on  the  grey  market.  Some 
pharmacists  have  their  own  wholesale 
dealer  licences,  which  they  use  to  buy 
grey  market  stock,  take  what  they 
need  and  sell  the  remainder  to  short- 
line  wholesalers.  Mr  Walker  said  phar- 
macists, whether  multiples,  indepen- 
dents or  pharmacy  symbol  groups,  had 
created  "power  buying  networks' 
within  the  grey  market. 

Hospitals  with  wholesale  dealers 
licences,  particularly  in  the  Midlands, 
were  also  abusing  the  system  in  the 
same  way  as  pharmacists.  Up  to  5  per 
cent  of  hospitals'  pharmaceutical  pur- 
chases, he  said,  were  being  sold  back 
to  retail  pharmacists  and  other  parties. 

Estimates  suggest  the  UK  grey  mar- 
ket could  be  worth  £750m-±l  billion  a 
year.  Up  to  a  third  of  a  conventional 
wholesale  business,  according  to  Mr 
Walker,  could  be  taken  up  by  the  grey 
market.  "You  can  see  just  how  big  a 
mess  this  is,"  he  said.  "These  grey  mar- 
ket routes  [hospitals,  GPs,  pharmacists 


etc]  are  fraudulent  -  they're  exploiting 
the  situation  and  it's  not  good  profes- 
sional practice.'' 

Wholesalers,  in  turn,  were  so  con- 
cerned about  holding  onto  their  mar- 
ket share  that  they  were  reducing  their 
profit  margins.  Eventually,  pharmacists 
would  be  left  with  fewer  wholesalers 
because  small,  regional  firms  would  be 
squeezed  out  of  the  wholesale  market. 
And  other  wholesalers  would  have  to 
cut  their  services  to  make  ends  meet. 

While  the  various  parties  involved  in 
the  grey  market  tended  to  blame  each 
other  for  the  problems,  he  said,  the 
only  solution  was  a  concerted  effort 
from  everyone  to  scrap  the  market. 

The  situation  already  threatens  to 
get  worse  with  the  launch  of  the  Asian 
web  site,  which  urges  Asian  pharma- 
cists to  join  forces  to  negotiate  better 
discounts  through  bulk  purchasing. 

Some  delegates  seemed  a  little 
bemused  by  Mr  Walker's  speech  -  one 
told  C&D  it  was  too  idealistic  and  its 
call  to  scrap  the  grey  market  had  little 
chance  of  succeeding. 

Jeff  Harris.Alliance  UniChem's  chief 
executive,  said  wholesalers  used  dis- 
counts for  specific  reasons:  to  ensure 
their  debts  could  be  collected  in  time, 
and  to  polarise  their  trading  so  that 
pharmacists  loyal  to  the  wholesaler 
were  rewarded.  Wholesalers  did  not 
offer  discounts  on  all  products.  One 
potential  solution,  he  said,  could  be  to 
set  up  a  different  discount  scheme. 


Michael  Watts,  executive 
director  of  the  BAPW 
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E  PREPARED  -  Summer  Sun  can  trigger  col 


OVIRAX 


COLD  SORE  CREAM 


Keep  your  customers 
Smiling  all  Summer... 


...and  keep  your 
profits  healthy 


^P^^^^   COLD  SORE  CREAM 


The  No.  1  Cold  Sore  Remedy!*  j%)VIRAX 

COLD  SORE  CREAM 


Z.  Treat  the  Tingle 

top  a  cold  sore 
a  day 


0 


Nothing  works  Faster  to 
Treat  the  Blister  and  the  Tingle! 


I 


Contains  aciclovir 
Always  read  the  label 


HOLIDAY  ESSENTIAL  FOR  COLD  SORE  SUFFERER 


Presentation:  5%  w/w  aciclovir  in  water  miscible  cream  base.  Uses:  Cold  Sore  treatment  Dosage  and  administration:  Apply  5  times  a  day  for  5  days  It  is  important  to  start  treatment  as  early  as  possible  after  the 
start  of  an  infection,  ideally  during  the  tingle  phase.  If  healing  has  not  occurred,  treatment  may  be  continued  for  up  to  an  additional  5  days  Contra-indications,  Warnings,  etc:  Zovirax  Cold  Sore  Cream  is  contra-indicated  in 
patients  known  to  be  hypersensitive  to  aciclovir  or  propylene  glycol  Precautions:  Zovirax  Cold  Sore  Cream  should  only  be  used  on  cold  sores  on  the  lips  and  face.  Do  not  appt/  inside  the  mouth  or  in  the  eye.  Do  not  use  tor 
herpes  infections  of  the  eye  or  the  genital  area.  Do  not  use  it  the  patient  is  under  the  care  of  a  doctor  because  of  a  weak  immune  system  Side  and  adverse  effects:  Transient  burning  or  stinging  may  follow  application 
Mild  drying  or  flaking  of  the  skin  has  occurred  in  about  5%  of  patients  Erythema,  itching  and  contact  dermatitis  have  been  reported  rarely  following  application  Retail  Selling  Price:  2g  tube  -  E5  49.  2g  pump  -  £5  99 
Product  Licence  Number:  PL  0003/0304  Licence  Holder:  The  Wellcome  Foundation  Limited,  Greenford,  Middlesex  UB6  0NN  Legal  category:  P  Further  information  available  on  request  from:  Customer  Services. 
Glaxo  Wellcome  UK  Limited,  Stockley  Park  West,  Uxbridge,  Middlesex,  UB11  1BT  Date  of  preparation:  May  1999  ZOVIRAX  is  a  trademark  of  Glaxo-Wellcome  PLC 

*  Source:  Counterpoint  August-September  1998 
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MORE  TO  SEE,  MORE  TO  EXPERIENCE,  MORE  1 


Pharmacy  success  in  the  new 
millennium  means  better  knowledge, 
better  business  practice  and  better 
customer  service. 

Chemex  99  is  THE  industry  forum 
which  will  prepare  you  for  future 
success.  It  focuses  on  your  needs  as  a 
healthcare  professional  and  business 
manager  by  meeting  all  your  product, 
professional,  business  and 
educational  needs  under  one  roof. 

IN  ONE  VISIT  YOU  CAN 

■  Meet  and  do  business  with  over 
160  suppliers  to  the  pharmacy 
industry 

■  Be  updated  about  the  issues  affecting 
your  business  in  free  seminars 

■  Benefit  from  professional  advice 
from,  the  NPA,  RPSGB,  PAGB,  PSNC 


■  Look  to  the  future  by  visiting  the 
Millennium  Shop 

■  Get  free  business  advice  in  the 
NPA  Village 

■  Discover  the  latest  in  OTC  medicines 
in  the  dedicated  OTC  Village 

CALL  FOR  YOUR 

ON  01203  426  526 

For  up  to  date  information  visit  the 
Chemex  site  on  www.dotpharmacy.com 


5TH-6TH  SEPTEMBER  1999  •  OLVMPIA  2  •  LONDON 
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Please  send  me  [       ]  (no.)  pre-registration  tickets  for  Chemex  99 


Mr/Mrs/Ms  Initial 
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Company  Name 
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F.ix 


Email 


COMPLETE  AND  RETURN  BY  FAX  TO  01203  426  519 

or  by  post  to  :  Chemex  99.  CTS.  Data  House.  Curriers  Close,  Tile  Hill,  Coventry.  CV4  8AW 
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Everything  you 
need  to  know 
about ... 

Dental  Sensitivity 


yior  sufferers  of  sensitive  teeth, 
H  consuming  food  and  drink  such  as  ice 
JL  cream  or  hot  coffee,  and  even 
breathing  in  cold  air,  can  cause  pain. 


Sensitivity  is  caused  when  the  enamel 
coating  protecting  the  crown  of  the  tooth 
is  worn  away,  or  when  gums  recede. 
Dentine,  the  layer  of  the  tooth  beneath  the 
enamel,  becomes  exposed.  Usually,  tooth 
sensitivity1  is  intermittent,  and  localised. 
However,  it  frequently  returns,  triggered 
by: 

•  heat  or  cold 

•  acidic  products  such  as  orange  juice 

•  sweetness 

•  pressure  from  toothbrushing 
technique 

Dentists  recommend  daily  use  of  a 
specially  formulated  toothpaste  for 
sensitive  teeth,  such  as  Colgate  Sensitive 
Care  which  contains  potassium  citrate,  a 
proven  and  effective  desensitising  agent, 
as  well  as  fluoride  to  protect  against 
cavities. 

Topical  fluoride  is  also  an  accepted  way 
of  blocking  the  exposed  dentine  tubules 
and  the  use  of  a  fluoride  rinse  such  as 
Colgate  FluoriGard  Daily,  or  a  gel  such  as 
FluoriGard  Gel-Kara,  which  coat  the  tooth 
surface  with  a  protective  layer. 

Product  information 

Colgate  FluoriGard  Gel-Kam.  Active 
ingredient:  Gel  containing  0.4  per  cent 
Stannous  Fluoride.  Main  indication:  Clinically 
proven  to  prevent  caries  and  stop  early  decay. 
Licence  status:  P-PL  0049/0028. 
Colgate  FluoriGard  Daily.  Active  ingredient 
0.05  per  cent  Sodium  Fluoride.  Main 
indication:  Aid  in  die  prevention  of  dental 
caries  and  decalcification.  To  treat  and  arrest 
active  surface  caries  in  enamel  and  dentine. 
Licence  status:  GSL  -  PL  0049/0012. 
Colgate  Sensitive  Care  toothpaste.  Active 
ingredients:  Potassium  Citrate  5-53  per  cent 
vv/w.  Sodium  Monofluorophosphate  1.14  per 
cent  w/w  (1500ppinf).  Licence  status:  GSL  - 
PL0049/0031 

Licence  holder  for  the  above:  Colgate- 
Palmolive  (UK)  Ltd,  Guildford,  Surrey  GII2 
SLZ,  from  whom  further  information  is 
available. 


BAPW  confer 


-^Continued  from  P32 


this  when  it  inspected  premises. 

The  pressure,  he  added,  was  also  on 
pharmacists  to  ensure  their  cold  stor- 
age standards  met  the  RPSGB's 
requirements.  Some  pharmacy  symbol 
groups  do  not  meet  these  standards 
"The  regulatory  authorities  will  now 
have  a  weapon  to  police  these  organi- 
sations," he  said. 

The  ultimate  sanction  for  repeat 
offenders  would  be  to  take  away  their 
licences  until  they  did  conform. 

Sandy  Young,  chairman  of  the  phar- 
macy/wholesale group  L  Rowland, 
said  responsible  manufacturers  and 
wholesalers  were  spending  a  lot  of 
money  to  follow  good  temperature 
control  practice.  But  some  pharmaceu- 
tical manufacturers  who  were  not 
associate  members  of  the  BAPW,  and 
some  small  wholesalers,  were  ignoring 
the  procedures. 

"We  need  to  ask  both  the  regulatory 
authorities  and  manufacturers  how 
quickly  they  will  put  pressure  on 
these  companies  to  safeguard  the 
movement  of  temperature  controlled 
products  around  the  country,"  said  Mr 
Young. 

Philip  Harris 
opens  Plympton 
depot 

Philip  Harris  Medical  has  opened 
a  12,000ft2  wholesale  depot  in 
Plympton  to  spread  its  distribution 
into  south-west  England. 

David  Linney,  PH's  chairman,  said 
the  depot  represented  a  six-figure 
investment  that  would  give  local  inde- 
pendent pharmacies  more  choice  in 
wholesalers.  The  surrounding  area  has 
about  200  independents  who  current- 
ly have  to  deal  with  either  AAH 
Pharmaceuticals  or  UniChem.  Mr 
Linney  said  the  depot  has  the  capacity 
to  service  all  the  independent  pharma- 
cists in  south-west  England,  and  it 
could  be  expanded  by  5,00O6,000ft2 
to  meet  demand. 

The  depot  carries  the  same  range  of 
lines  as  PH's  established  warehouses 
in  York  and  Cambridge.  Products  not 
carried  by  the  depot  can  be  trans- 
ferred from  PH's  operations  in  the 
Midlands  and  transported  overnight  to 
Plympton,  when  orders  are  placed. 


ABPI  warns  pharmacists 
not  to  hoard  for  Y2K 


Pharmaceutical  manufacturers  have 
urged  pharmacists  not  to  overstock  in 
preparation  for  the  New  Year. 

Dr  Trevor  Jones,  director  general  of 
the  Association  of  the  British 
Pharmaceutical  Industry,  said  pharma- 
cists do  not  need  to  order  extra  stock 
for  the  period. "We  need  to  instil  confi- 
dence in  the  [supply]  chain  so  that 
people  won't  want  to  hoard  medicines 
-  the  overall  message  is  business  as 
usual'" he  said. 

Although  the  New  Year  celebrations 
were  bound  to  bring  more  accidents 
than  usual,  given  the  millennium  nov- 
elty, manufacturers  did  not  think  the 
impact  would  be  big  enough  to  war- 
rant unusually  large  orders  from  phar- 
macists. 

Most  manufacturers  have  built  in  an 
additional  four  weeks'  worth  of  supply 
to  their  production  loads  for  the  peri- 
od. "We  need  to  be  very  flexible  how 
that's  fed  into  the  supply  chain,"  he 
said. 

The  feedback  he  had  received  so  far 
from  pharmacists  was  "very  good  - 
they've  obviously  thought  the  prob- 
lem through". 

Dr  Jones,  however,  is  concerned  at 
the  potential  influx  of  parallel  imports 
towards  the  end  of  the  year.  Importers 
could  not  give  theABPI  any  assurances 


that  the  level  of  Pis  would  remain  con- 
stant during  the  period. 

GP  prescribing  will  be  a  crucial  fac- 
tor -  while  they  could  prescribe  larger 
quantities  to  patients  to  account  for 
the  extra  holiday  period,  "I've  no  rea- 
son to  think  that  they  will  -  but  they 
could,"  he  said. 

Bryan  Hartley,  formerly  chief  phar- 
macist at  the  Department  of  Health, 
said  the  DoH  would  be  reminding  GPs 
that  prescriptions  covering  28  days 
should  be  the  norm 

David  Hind,  who  heads  the  NHS 
Executive's  Year  2000  central  support 
task  force,  advised  wholesalers  to  send 
a  card  to  pharmacists  to  reassure  them 
that  all  the  depots  and  operations 
were  Year  2000  compliant. 

All  pharmacists,  he  said,  had  already 
received  an  advice  sheet  suggesting 
what  should  be  done  to  ensure  their 
businesses  were  Year  2000  compliant 
"A  number  of  pharmacists  have  not 
upgraded  their  systems,  so  there's  a  lot 
of  work  for  smaller  computer  compa- 
nies to  ensure  they  do,"  he  said. 

One  delegate  asked  whether  phar- 
macists would  be  forced  to  open  on 
January  1, 2000.  Mr  Hartley  said  many 
pharmacists  would  open  on  that  date 
irrespective  of  whether  they  needed 
to  or  not. 


Year  2000  discussion  panel:  (1-r)  Michael  Watts,  executive 
director  of  the  BAPW;  Keith  Davies,  commercial  manager  of 
Parke  Davis;  Dr  Trevor  Jones,  director  general  of  the  ABPI; 
Jeremy  Poole,  AAH  Pharmaceuticals'  hospital  services 
director;  David  Hind,  head  of  the  NHS  Executive's  Year  2000 
central  support  task  force;  and  Bryan  Hartley,  formerly 
chief  pharmacist  at  the  DoH 


ABPI  worried  by  Source  Informatics'  court  ruling 


Pharmaceutical  manufacturers' 
research  could  be  harmed  by  the 
recent  High  Court  ruling  against 
Source  Informatics' use  of  prescription 
data,  according  to  the  Association  of 
the  British  Pharmaceutical  Industry 


Dr  Trevor  Jones,  the  ABPI's  director 
general,  said  the  ruling  could  affect  the 
General  Practice  Research  Database, 
which  is  used  extensively  by  manufac- 
turers.'  If  the  ruling  affected  our  ability 
to  access  the  GPRD,  it  would  be  a  ret- 


rograde step  for  the  industry,"  he  said. 

Michael  Bailey,  the  ABPI's  president, 
said  the  ruling  could  also  hamper  com- 
munication about  the  effects  of  medi- 
cine. Manufacturers  needed  this  data  in 
their  quest  to  be  as  efficient  as  possible. 
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Mixed  bag  for  Boots 


Lord  Blyth,  Boots  chairman, 
said  it  had  made  the  most  of 
a  difficult  year 


After  a  promising  start  to  the  last  finan- 
cial year,  Boots  failed  to  keep  its  cus- 
tomers interested  and  has  reported 
mediocre  results. 

At  the  announcement  of  its  annual 
results  for  1998/99,  Boots  chairman 
Lord  Blyth  said  the  company  was 
returning  another  "robust  profit"  in  a 
difficult  year  for  most  UK  retailers.  But 
"we  didn't  have  a  summer"  and  the 
Christmas  period  was  "poor",  particu- 
larly for  leisure  merchandise,  as  cus- 
tomer confidence  in  the  whole  market 
place  did  not  grow  as  anticipated. 
Before  exceptionals,  operating  profit 
rose  4  per  cent  to  £561 ,4m,  but  profit 
before  tax  rose  only  1.3  per  cent  to 
£560.6m.  Overall,  group  profit  after 
tax  was  £2  4m. 

However,  the  next  few  months 
should  see  more  activity  focused  on  its 
core  shoppers  -  women  in  the  20s  to 
40s  age  group.  A  health  and  beauty 
magazine  will  be  sent  to  2  million  of  its 
female  Advantage  card  holders  from 
September  and  electronic  commerce 
activities  will  be  rolled  out,  following 


the  'shopping  by  television'  trial  in 
Hull.  Lord  Blyth  and  joint  managing 
director  Steve  Russell  were  unable  to 
comment  further  on  what  format  this 
would  take,  but  Mr  Russell  hinted  that 
the  'Mother  and  baby  at  home'  cata- 
logue could  be  incorporated  into  its  e- 
commerce  business. 

Boots'  shares  responded  by  rising 
just  over  Hp  to  844p,  which  was 
"largely  due  to  relief  that  trading  had 
not  worsened  at  Boots  the  Chemists", 
according  to  the  Financial  Times. 
BTC's  sales  rose  7  per  cent  to  £3.8  bil- 
lion with  a  net  profit  margin  over  12 
per  cent. 

Lord  Blyth  is  pleased  that  the  compa- 
ny has  held  onto  or  expanded  its  mar- 
ket share  in  its  core  areas.  Its  analgesic 
and  cough/cold  sales  grew  over  1 1  per 
cent,  and  its  market  share  increased  in 
the  skincare  and  dental  sectors.  Own 
brand  sales  fell  slightly  to  41  percent  in 
the  face  of  proprietary  manufacturers 
pushing  branded  goods  to  get  them  bet- 
ter accepted  by  the  public 

Dispensing  sales  grew  7.9  per  cent 
through  its  1,378  stores,  which  means 
BTC  has  a  12.85  percent  share  of  NHS 
dispensing.  Mr  Russell  attributed  this 
growth  to  "a  lot  of  small  stuff"  includ- 
ing the  use  of  the  dispensing  carousel, 
which  allows  80  per  cent  of  prescrip- 
tions to  be  filled  in  two  minutes; 
investment  in  staff  training;  opening  in 
new  locations,  and  better  communica- 
tion with  local  patients  and  CPs. 

Meanwhile,  Boots  has  ruled  out  pro- 
viding community  nursing  services  for 
the  time  being,  as  the  company  has  not 
yet  found  a  way  to  make  such  a  service 
profitable.  Its  health  insurance  sales 
have  also  been  slower  than  for  its  trav- 
el and  dental  policies,  partly  because 
health  insurance  is  low  on  people's 
priorities.  However,  joint  md  David 
Thompson  said  the  scheme  was  on  a 
slow  burn  and  should  grow.as  the  gen- 
eral trend  is  to  encourage  people  to 


take  more  care  of  themselves.  Travel 
insurance  has  already  generaled£l. 5m 
in  commission 

Boots'  overseas  operation,  Boots 
Retail  International,  has  taken  off,  with 
trading  in  its  21  Thai  and  seven  Dutch 
stores  trebling  to  £15.8m.  The  pro- 
longed recession  in  the  Far  East  has 
benefited  Boots  in  its  ability  to  acquire 
properties. 

Boots'  other  significant  business, 
Halfords,  reported  a  better  perfor- 
mance with  profits  up  almost  18  per 
cent  to  £40.3m.  Its  cycle  sales  were 
down,  but  by  less  than  the  general  mar- 
ket decline,  and  it  now  has  a  motor 
scooter  market  share  of  4  per  cent. 

It  was  "a  difficult  year  overall"  for 
Boots  Contract  Manufacturing  with 
poor  consumer  confidence  and  a  drop 
in  sales  to  BTC.  But  Boots  Healthcare 
International  saw  sales  increase  12.7 
per  cent.  BHI  claims  to  be  the  fastest 
growing  OTC  healthcare  product  com- 
pany in  Europe.  Its  three  core  cate- 
gories are  in  analgesics,  skincare  and 
cough/colds  representing  about  half 
the  OTC  market.  Nurofcn  had  23  per 
cent  growth  while  Strepsils  grew  1 1 
per  cent. 

In  addition,  there  were  two  non- 
exceptional  items:  the  insurance  claim 
of  £12m  for  the  warehouse  fire  in 
1997,  which  included  a  £10m  loss  of 
profit  for  BTC,  and  the  year  2000  com- 
pliance programme.  £8.3m  has  been 
spent  this  year  and  the  total  pro- 
gramme will  cost£l4m. 

Exceptional  items  include  the  sale 
of  Do  It  All,  representing  a  loss  of 
£3 18.9m,  including  goodwill  of 
£312. 2m,  the  acquisition  of  the  Irish 
Connors  chemist  chain  for£S.9m  and 
the  use  of£59.7m  to  set  up  the  QUEST 
share  purchase  trust  in  February  for 
the  save  as  you  earn  opted  employees. 

The  final  dividend  was  16.7p,  up  7.1 
per  cent  giving  a  total  dividend  of 
23. 8p  for  the  year,  up  6.7  per  cent. 
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Galen  acquires 
Bartholomew 
Rhodes'  products 
and  pipeline 

Northern  Ireland-based  Galen  has 
acquired  Bartholomew  Rhodes'  (BR) 
product  range  and  development 
pipeline  for £19.8  million 

BR  is  primarily  a  generic  company, 
based  in  Brixworth,  Northampton- 
shire, and  is  privately  owned  by  Dr 
Dallas  Burston.  It  has  nine  product 
ranges  that  include  Isotard  XL, 
Bedomethasone  aqueous  nasal  spray 
and  Zemtard  XL, 

The  products  will  be  merged  with 
Galen's  UK  sales  and  marketing  opera- 
tions, although  the  Northern  Irish 
company  said  it  was  too  early  to  say 
how  this  would  be  arranged 

Galen  is  now  responsible  lor  selling, 
marketing  and  distributing  all  BR  prod- 
ucts -  it  has  no  immediate  plans  to 
change  its  prices  or  packs 

Ken  Ross,  Galen's  sales  and  market- 
ing director,  said  the  acquisition  would 
strengthen  its  position  in  the  UK  ethi- 
cal market 

C&D  understands  that  BR's  man- 
agers will  be  made  redundant.  One 
source  told  C&D  the  company  would 
be  a  shell  of  its  former  self. 

While  senior  managers  had  been 
aware  of  the  impending  acquisition, 
other  staff  had  been  left  in  the  dark 
and  were  surprised  by  the  news. 

Galen's  pre-tax  profits  rose  26  per 
cent  to  £9.5  million  for  the  six  months 
to  March  31.  Its  turnover  was  up  29 
per  cent  to  £3 1  million. 


IN  BRIEF 


BT  changing  codes 

BT  is  changing  its  telephone  codes 
over  the  next  two  years  to  cope  with 
increasing  demand  for  numbers. 
From  June  1  the  new  codes  are: 
Cardiff  -  (029)  20;  Coventry  -  (024) 
76;  London  -  (020)  7  replaces  0171 
and  (020)  8  replaces  0181;  Ports- 
mouth -  (023)  92;  Southampton  - 
(023)  80;  Northern  Ireland's  new 
code  is  (028)  followed  by  new  eight 
digit  local  numbers.  BT  has  a  helpline 
on  freephone  0800  731  0202. 

Camrx  road  show 
Camrx  buying  group,  with 
UniChem's  help,  is  organising  its  first 
road  show  at  the  Stakis  Hotel  in 
Leicester  on  June  21 .  Peter  Skinner, 
UniChem's  marketing  controller,  will 
be  talking  about  marketing  initiatives 
community  pharmacists  can  adopt. 
Camrx  members  who  want  to  attend 
should  contact  Pauline  on  free- 
phone: 0800  526074. 


Schein  acquires  Ethical  Generics 


US-based  Schein  Pharmaceuticals  has 
become  the  sole  owner  of  Ethical 
Generics,  after  acquiring  Bayer's  50 
per  cent  stake  for  an  undisclosed 
amount 

Schein  will  merge  Ethical  with  its 
wholly  owned  UK  subsidiary,  Genus 
Pharmaceuticals. 

The  merged  company  will  retain 
Genus'  name  and  all  Ethical  packs  are 
expected  to  adopt  Genus  packaging 
by  the  end  of  the  year. 

Colin  Darroch,  Genus'  general  man- 
ager and  former  head  of  Ethical,  said 
he  had  reviewed  the  strengths  of  both 


Colin  Darroch  believes 
Genus'  merger  with  Ethical 
gives  him  a  strong  hand 


companies:  Ethical  specialises  in  regu- 
latory affairs  while  Genus  has  innova- 
tive marketing  strategies. 

The  merger,  he  added,  would  help 
develop  Insight,  Ethical's  pharmacy 
education  and  support  programme, 
and  Focus,  the  wholesaler  marketing 
programme. 

Genus  will  also  be  running  its  own 
courses,  one  of  which  covers  the  Drug 
Tariff,  along  with  more  pharmacy 
workshops.The  company  will  be  look- 
ing at  other  initiatives,  such  as  a  phar- 
macy competition  based  on  educa- 
tion. 
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Goldshield  acquires  Lomotil  brand  for  £4.75  million 


COMING  EVENTS 


THURSDAY,  JUNE  17 
Bristol  &  District  Branch,  RPSGB,  at  the 
Pavilion  Conference  Room  BAWA 
Leisure  Centre,  Southmead  Road, 
Filton,  7.30  for  8pm. 'Contributing  to 
Pharmaceutical  Reforms  in  Bosnia 
Herzegovina'.  Speaker:  Mr  Trevor 
Beswick.MRPharmS. 

ADVANCE  INFORMATION 
Pira  International  and  Reconnaissance 
International  are  organising  a  confer- 
ence onjune  14-I6,at  the  Hotel  Okura, 
Amsterdam.  Counterfeits  that  kill: solu- 
tions that  save  .  For  further  details  con- 
tact John  Howard,  tel:  01372  464470. 
The  Parenteral  Society  will  be  holding  a 
five-day  residential  training  course  on 
June  14-18,  at  the  University  of  Bath. 
Training  for  Pharmaceutical  Process 
Operators'.  For  reservations,  tel:  01793 
824254  or  fax:  01 793  832551. 
BrAPP  is  holding  a  one-day  meeting  on 
June  17  at  the  Royal  College  of 
Pathologists,  2  Carlton  House  Terrace, 
London.  The  Pharmaceutical  Physician 
and  the  Media  .Tel:  0171  404  3404. 
Weleda  is  holding  its  open  day  onjune 
20  at  Heanor  Road,  Ilkeston,  Derby- 
shire. To  find  out  more  about  the 
Weleda  service,  tel:  01 15  9448200. 
BrAPP  workshops  are  being  held  on 
June  21-23,  and  October  18-20,  at  the 
Chancellor's  Conference  Centre,  Uni- 
versity of  Manchester.  'The  Role  of 
Clinical  Pharmacology  in  Designing  a 
Clinical  Development  Plan'.  Contact 
Pauline  Aban,  Meetings  Coordinator, 
tel:  0171  404  3404. 

The  Liverpool  School  of  Pharmacy  is  hold- 
ing a  grand  reunion  and  celebration  on 
June  26  to  mark  the  1 50th  anniversary 
of  its  foundation.  It  will  be  held  at  the 
Peter  Jost  Enterprise  Centre,  Liverpool, 
and  the  Evening  Gala  Dinner  will  be  at 
St  George's  Hall.  Details  on  the  web 
site:  www.livjm.ac.11k/pac/  or  contact 
Andrea  Heron, tel:  01 5 1  231  2065. 


Goldshield  Group,  the  healthcare  com- 
pany run  by  former  pharmacists,  has 
acquired  the  Lomotil  anti-diarrhoea 
brand  from  Monsanto's  Searle  division 
for £4. 75  million. 


Lomotil  s  UK  sales  top  £1.8  million, 
making  it  the  second  best-selling  diar- 
rhoea treatment  after  Imodium.  The 
brand  is  also  sold  in  the  Republic  of 
Ireland  and  Portugal  -  its  total  profits 


last  year  were  around  £700,000. 

Ajit  Patel,  Goldshield's  chairman, 
said  Lomotil  was  an  ideal  acquisition 
because  it  was  a  niche  product  in  a 
growing  and  sizeable  market. 


Pharmacist  VMS  sales  rise  30 
per  cent  under  Roche  scheme 


A  Pontypool-based  pharmacist  has 
increased  his  vitamin,  mineral  and  sup- 
plement sales  by  30  per  cent  within 
one  month,  after  taking  up  Roche 
Consumer  Health  s  VMS  category  man- 
agement scheme. 

Paul  Mayberry,  who  runs  Mayberry 
Pharmacy,  decided  to  contact  Roche 
after  he  read  about  its  category  man- 
agement project  with  AAH 
Pharmaceuticals  (C&D  January  16, 
p44). 

He  had  not  given  VMS  much  priority 
before  -  his  2,500ft2  pharmacy  has  a 
large  shop  front  that  stocks  a  wide 
range  of  goods.  OTCs  account  for 
about  30  per  cent  of  its  turnover,  and 
Mr  Mayberry  wanted  to  improve 
that  because  the  pharmacy  has  to 
compete  with  a  nearby  Boots  and 
Lloydspharmacy  outlet. 

After  liaising  with  Mark  Waters, 
Roche's  local  territory  manager,  Mr 
Mayberry  recognised  that  his  estab- 
lished VMS  range  had  too  many  slow 
moving,  me  too'  and  obscure  lines. 
Many  were  not  earning  their  keep  and 
some  brands  were  there  because  of 
suppliers' sale  or  return  deals. 

Roche's  territory  manager  emptied 
and  re-arranged  the  VMS  fixture  into 
categories  as  defined  by  consumers: 
multivitamins,  vitamin  C,  fish  oils, 
women's  health,  children's  and  spe- 
cialist supplements. 


The  company  said  this  segmenta- 
tion ensured  consumers  could  easily 
find  what  they  wanted  -  each  segment 
is  colour-coded  and  features  signs  that 
explain  the  benefits  of  each  vitamin 
category. 

Multivitamins  and  vitamin  C  were 
given  the  prime  position  to  attract 
potential  customers:  around  48  per 
cent  of  non-VMS  users  become  regular 
customers  after  buying  multivitamins, 
and  24  per  cent  do  so  after  purchasing 
vitamin  C. 

Each  VMS  segment  is  given  a  bea- 
con brand',  a  picture  of  the  best 
known  brand  name  to  draw  shoppers 
to  the  segment  they  are  looking  for,  eg 
Seven  Seas  for  cod  liver  oil  products. 

Mr  Mayberry 's  staff  can  refer  to  an 
A4  photograph  of  the  fixture  to  posi- 
tion lines  on  the  fixture. 

After  arranging  the  layout  on  seven 
one-metre  shelves,  Roche  left  Mr 
Mayberry  to  review  the  products' 
progress  and  to  customise  the  fixture 
to  fit  his  local  demand.  As  he  has  an 
EPoS  system,  Mr  Mayberry  is  able  to 
monitor  each  brand  closely  and 
remove  slow  sellers.The  most  popular 
lines  can  be  given  double  or  even 
triple  facings,  and  hot  spots  can  be 
created  to  exploit  manufacturers' 
advertising  campaigns. 

In  the  first  month,  Mr  Mayberry  s 
new-look  facings  increased  VMS  sales 


by  30  per  cent  to  £705.  In  the  second 
month  he  added  his  own  Mayberry' 
range  to  the  fixture  and  removed  less 
well-known  brands  -  his  VMS  sales 
were  30  per  cent  higher  than  the  pre- 
category  management  average  again. 

Mr  Mayberry  s  staff,  meanwhile,  are 
studying  for  the  Roche/C&D  training 
module  in  vitamins,  minerals  and  sup- 
plements. 


Roche  revamped  Mayberry 
Pharmacy's  VMS  fixture 


Gillette  denies  new  Asda  triple  blade  is  cut  above  the  rest 


Will  Mach3  consumers  find 
Asda's  new  Tri-flex  razor 
irresistible? 


Asda's  new  triple  blade  shaving  razor  - 
Tri-Flex  -  has  led  to  a  'tit  for  tat'  argu- 
ment with  Gillette.  The  company 
resents  the  promotional  claims  the 
chain  is  making. 

Tri-Flex  is  made  by  American  Safety 
Razor  Co  (ASR)  and,  according  to  Asda, 
is  the  first  brand  to  match  the  perfor- 
mance of  Gillette's  Mach3  at  an  afford- 
able price. 

Tri-Flex  blades  retail  at  £3.49  for 
four  -  a  third  less  than  Gillette's  Mach3 
-  and  they  can  be  fitted  onto  all  Asda, 
Gillette  Sensor  and  Sensorexcel  han- 
dles. Asda  said  the  Mach3  and  other 
Gillette  blades  fitted  only  onto  the 
manufacturer's  handles. 

As  most  people  who  wet  shave 
spend  about  £60  a  year  on  razors  and 


blades.Asda  said,  the  Tri-Flex  consumer 
would  save  enough  in  his  lifetime  "for 
a  dream  Caribbean  holiday". 

James  Wilson,  Asda's  director  for 
health  and  beauty,  said:  "I'm  sure 
Gillette  would  have  liked  to  keep  the 
triple  blade  shaving  technology  to 
itself,  but  the  Tri-Flex  offers  the 
smoothest  shave  and  the  only  cuts  our 
customers  will  see  is  in  the  price." 

Gillette  said  Tri-Flex  did  not  contain 
many  of  the  patented  features  that  had 
made  Mach3  razors  and  blades  the 
best-selling  in  the  UK. 

ASR  had  created  Tri-Flex,  it  added, 
by  adding  a  third  blade  to  its  estab- 
lished twin  blade  cartridge.  And 
that  cartridge  "due  to  its  limited  con- 
sumer appeal"  was  not  a  best-seller  in 


North  America  and  Europe. 

In  extensive  tests,  according  to 
Gillette.ASR's  twin  blade  cartridge  per- 
formed much  worse  than  Gillette 
Sensor  and  Sensorexcel. 

"Gillette  has  concerns  not  only 
about  the  claims  being  made  for  the 
new  Asda/ASR  razor,  but  also  over  cer- 
tain other  issues,  which  it  is  taking  up 
directly  with  the  retailer,"  it  said. 

Gillette  refused  to  elaborate  what 
the  "other  issues"  involved.  It  has  no 
plans  to  delist  Mach3  products  from 
Asda  stores. 

Asda  told  C&D  it  had  received  a 
phone  call  from  Gillette,  but  had  not 
yet  received  anything  in  writing 
and  could  not  comment  until  it  had 
done  so. 
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Appointments  £27  P.S.C.C.  +  VAT  minimum  3x1 .  General  classified  £25  P.S.C.C. 
+  VAT  minimum  3x2.  Box  numbers  £1 5.00  extra.  Available  on  request.  Copy 
date  4pm  Tuesday  prior  to  Saturday  publication.  Cancellation  deadline  10am 
Friday;  one  week  prior  to  insertion  date.  All  cancellations  must  be  in  writing 
Contact  Dave  Armstrong.  Chemist  &  Druggist  (Classified),  Miller  Freeman  UK  Ltd, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1 RW.  Telephone  01 732  377493, 
Fax:  01732  377179.  Internet:  http://www.dotpharmacy.co.uk. 
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APPOINTMENTS 


LOCUMS 


TAUNTON 

Full  time  Superintendent  Pharmacist  required 
for  newly  built  modern  Pharmacy  in  rural 
location  outside  Taunton. 
Excellent  growth  potential. 

Contact:  Mr  Chris  Nelson  on  01823  433400 
Mount  Street,  Bishops  Lydeard,  Taunton 


KHOSPHARM  CHEMIST  GROUP 

Croydon  and  Wallington  Areas 

We  have  vacancies  for  a  full-time  Dispensing  Technician 
in  the  above  areas.  We  offer  excellent  salary  packages  for 
the  right  individuals.  On  going  training  provided. 

Contact:  0181  684  2086  or  04 II  671331  for  details  (Bob) 


SW16  LONDON 

Long  term  Pharmacy  Manager  or 
Pharmacy  Locum  required  for  full  day 
Friday  and  half  day  Saturday. 
Easy  run  shop 
Contact:  Amy  Patel 
Tel:  0181  764  4812 
or  0181  240  1016 


LOCUMS 


WHOLE  DAYS,  HALF  DAYS, 
LUNCH  HOURS  OR  TEA  BREAKS! 
LANDS  END  TO  JOHN  O  GROATS! 

TERMS  NEGOTIABLE. 

LIONEL  STEIN  EMERGENCY  LOCUM 
47  Preston  Road,  Wembley,  Middlesex 
Telephone  0181  904  2976 


Pharmacy 


NATIONAL  LOCUMS 

Professional  Pharmacy  Locum  Service 
Top  Nationwide  Coverage 

CALL  NOW  ON  TEL:  0370  628791 

for  immediate  cover 


PHARMACISTS/TECHNICIANS  are  invited  to  register 

Extensive  cover  available  in  Norfolk,  Essex,  Bristol  &.  Kent 


Pharma-Syd  Ltd 

EMERGENCY  LOCUM  PHARMACIST 

Mr  S  N  BASHFORD 

Beverley  Tel/Fax:  01482  881891 

East  Yorkshire  Mobile:  0410  735001 


CROYDON 
MITCHAM 
TOOTING  BEC 

Full/Part  time  counter 
Assistants  required 
Experience  Essential 
Tel:  0181  6720201/2524 


SOUTH  YORKSHIRE,  NORTH  DERBYSHIRE, 
NORTH  NOTTINGHAMSHIRE  i »  NORTH  LINCOLNSHIRE 

Or  other  areas  by  special  arrangement. 
Locum  Pharmacist  available  odd  day;  or  longer  periods. 
Ex-proprietor.  Experienced. 

Phone/ansaphone/Fa% 
Bill  Patterson  01433  63056S 


MEKA  LOCUMS 

For  the  Best  Work  in  or  Out  of  Town 
Call:  0171  372  3399 
Tel/Fax:  0171  328  1880 
Mobile:  0958  350602 

and  Register  Now 
We  Aim  To  Give  You 
A  First  Rate  Service 


MP&J 

(EAST  MIDLANDS) 

Matching  Peopie  &  Jobs 
Pharmacists  & 

Technicians,  Nationwide 
Register  Free  on 
01753  830  625 


NORTHERN 
LOCUMS 

The  highest  service,  the  lowest  prices 
Locums  urgently  required. 
Free  Registration. 

Please  call  now  on: 

(0161)  725  8063 


LOCUMS 

Urgently  required  in 
Wales  &  South  West 
Excellent  rates  of  pay 
Odd  days  & 
long-term  available 
apital  Support  Services 

TEL:  01222  540940 
FAX:  01222  549185 


BUSINESS  F 

0SAL 

Alliance  Valuers 

&  Stocktakers 


ARE  YOUR  DOCTORS  MOVING? 

Are  you  feeling  isolated? 
Are  you  unsure  how  to  react? 
Are  you  looking  for  a  mentor? 
If  so,  contact  Andrew  Calder  for 
friendly,  professional  help  and  advice- 
All  calls  in  strictest  confidence 


PHARMACIES  WANTED 

We  constantly  require  additional  high  quality 
pharmacies  to  replace  those  successfully  sold 
We  have  an  extensive  database  of  purchasers 
with  verified  finance  eager  to  acquire. 
We  particularly  require  businesses  in: 
TYNE  &  WEAR:  HERTS:  MIDDX: 
SURREY:  E.MIDS:  W.  MIDS 


Pharmacy  Agents  for  all  of  the  UK  &  Ireland 
Tel  (01423)  508172  Fax  (01423)  531571 


BUSINESS  FOR  SALE 


allan  orme 


pharmacy  sales  and  valuations 


The  shops  in  the  iocations  advertised  below  are  all  small  and  would  benefit 
from  the  attentions  of  a  young  enthusiastic  owner  manager 


Bournemouth  Derby  Hull  Castle  Bromwich 

North  Somerset  Oxford  Stoke  on  Trent  Shropshire 

South  Manchester  West  Sussex  East  Devon  Grimsby 

For  further  details  ring  0467  61  1774  or  e-mail  allanorme@aol  com  or  write  fo 
Cornerstones,  Lime  Walk,  Dibden  Purlieu,  Southampton  S045  4RB 


TO  ADVERTISE  IN  THIS 
SECTION  CONTACT 
DAVE  ARMSTRONG 
ON  01732  377493 
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TRAINING 


BUSINESS  WANTED 


P.C.G.  PHARMACISTS  AND 
PRESCRIBING  ADVISERS 

TRAINING 

ICE  SERIES 


Programme: 

Friday  2nd  July  1999:  Getting  started: 

©  How  Primary  Care  works,  including  structure,  politics,  GP 

employment  regulations,  relationships  with  Health 

Authorities: 

Ms  Linda  Hughes,  Chief  Executive,  Newham  Primary  Care 
Group 

•  How  to  work  successfully  with  GP  groups,  influencing  and 
implementing:  Dr  Barry  Strickland-Hodge,  Clinical 
Prescribing  Adviser  to  Newham  and  Southampton  Primary 
Care  Groups 

•  How  to  access  and  assess  clinical  evidence:  Mr  Ashley 
Cohen,  Pharmaceutical  Adviser,  Lambeth,  Southwark  and 
Lewisham  Health  Authority 

•  Health  economics,  current  thinking:  Mr  Andrew  Walker, 
Health  Economist,  Greater  Glasgow  Health  Board. 

Tuesday  13th  July  1999:  Cardiovascular  Medicine  Part  1 

Hypertension  and  hypercholesterolaemia:  Professor  Tom 
Walley,  Professor  of  Clinical  Pharmacology  at  Liverpool 
University,  Consultant  Physician  at  Royal  Liverpool  Hospital, 
and  Prescribing  Adviser  Trainer  for  the  National  Prescribing 
Centre. 

Tuesday  31st  August  1999: 

Mental  Health:  Antidepressants  and  antipsychotics:  Speaker  to 
be  confirmed. 

Tuesday  14th  September  1999: 

Respiratory  Medicine  (including  antibiotics):  Professor  Tom 
Walley 

Thursday  14th  October  1999:  Cardiovascular  Medicine 
Part  2 

Angina  and  Cardiac  Failure:  Professor  Tom  Walley. 
Tuesday  9th  November  1999: 

Gastro-intestinal  Medicine,  (including  NSAID  side-effect  pro- 
tection): Professor  Tom  Walley. 

Tuesday  7th  December  1999: 

Menopause  and  Osteoporosis:  Professor  Tom  Walley. 

Wednesday  9th  February  2000: 

Diabetes:  Speaker  to  be  announced. 

Thursday  9th  March  2000: 

Neurological  Conditions,  Alzheimer's  Disease,  Epilepsy, 
Multiple  Sclerosis,  Motor  Neurone  Disease:  Speaker  to  be 
announced. 

At  the  end  of  each  day  on  therapeutics,  candidates  will  have 
devised  a  formulary  for  the  treatment  area  in  question.  They 
will  also  receive  an  information  pack  containing  copies  of  rel- 
evant clinical  trials  and  other  related  data. 

Venue:  Central  London,  exact  location  to  be  confirmed  subject 
to  final  numbers. 

Attendance  fee:  £50  (inc.  VAT)  inclusive  of  all 
refreshments  and  lunch,  plus  information  pack.  Three 
cash  awards  (£200,  £100  and  £50)  for  the  most  promising 
candidates  on  each  day. 


Places  are  limited,  so  book  early.  Bookings  can 
reserved  for  individual  days  or  the  full  course. 


be 


For  registration  details,  please  contact:  Lynda  Price 
Associates,  Bishops  House,  22  Aplins  Close,  Harpenden 
AL5  2QB.  Phone/fax:  01582  461660;  mobile  07771  894632. 
Email:  Lprice7509@aol.com. 
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LEWIS 


Progressive  chain  of  37  shops  seeks  to  acquire  Pharmacies 
with  turnover  of  in  excess  of  £400,000  in  Southeast  England 
and  East  Anglia.  Freehold  purchases.  Matter  treated  in  the 
strictest  confidence.  For  a  quick  decision  contact: 

Kirit  Patel,  Day  Lewis  Pic,  Bensham  House, 
324  Bensham  Lane,  Thornton  Heath,  Surrey  CR7  7EQ 
Tel:  0181  689  2255  ext.  221.  Mobile  0860  484999.  Fax:  0181  689  0076 


FOR  SALE 

TWO  -  'Mini  Lab'  Photoprocessors  comprising: 
LEADER  LAB 
Processor/Film  Unit  -  Value  £20,000/ 
Asking  Price  £1  5,000  ono. 
IMAGER 
Print  Unit -Value  £12,000/ 
Asking  Price  £8,000  ono. 
For  further  details  please  contact: 
Gillian  Lane 
Grovehart  Pharmacy,  Bristol  BS5  6NR 
Tel:  (0117)  9526010  Fax:  (01 17)  9526019 


PRODUCTS  AND  SERVICES 


eta  Buying  Group 


TJie  Beta  Buying  Group  is  an  association  of 
friendly  Professional  Community  Pharmacies 
for  which  the  supply  of  Goods  and  Services  is 
tailored  to  local  needs. 

TJte  Group  gives  you  the  opportunity  to 
purchase  with  the  economies  of  scale  normally 
only  available  to  large  chains. 

With  Free  Membership,  No  Fees,  A  Personal 
Service  and  a  range  of  Marvellous  Deals, 
join  now  and  reap  the  benefit. 

154  Enterprise  Court 
Eastivays  Industrial  Estate 
Witham,  Essex  CM8  3YS 

Please  contact:  Alison  Diggins  on: 
Tel:  01376  521246 
Fax:  01376  521257 
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PRODUCTS  AND  SERVICES 


BUYING  GROUP 


Announcing  first  of  the  series  of 
Roadshows  for  CAMRx  Members 

Hottest  new  business  marketing 
ideas  for  CAMRx  Members 

VENUE:  Stakis  Hotel,  Junction  21, 
Leicester 

DATE:  Monday  2 1  st  June  1 999 

TIME:  7.00  pm 

Any  CAMRx  Member  wishing  to  attend 
contact  Pauline  on  FREEPHONE 

0800  526074 

Mr.  R.  L.  Hinclocha. 
BPharm.MRPharmS.FInstD. 
54/62  Silver  Street,  Whitwick, 
Leicestershire  LE67  3ET 


SIGMA  PHARMACEUTICALS  PLC 
1  COLONIAL  WAY,  P.O.  BOX  233 
NORTH  WATFORD 
HERTFORDSHIRE  WD2  4EW 
FREEPHONE  0800  5974462 
FREEFAX:  0800  5974439 

PARALLEL  IMPORT  OFFERS 
VALID  FROM  14th  JUNE  TO  18th  JUNE  1999 

BISOPROLOLTABS  5MG  -  TRADE  LESS  50% 
CISAPRIDE  TABS  120MG- TRADE  LESS  30% 
CLARITHROMYCIN  TABS  500MG  -  TRADE  LESS  15% 
COVERSYL  TABS  4MG  -  TRADE  LESS  22% 
IRBESARATAN  TABS  1 50MG  -  TRADE  LESS  20% 
IRBESARATAN  TABS  300MG  -  TRADE  LESS  20% 
K.LARICID  TABS  250MG- TRADE  LESS  15% 
LIVIAL  TABS  2. 5MG -TRADE  LESS  14% 
XATRALTABS  2.5MG  -  TRADE  LESS  18% 
ZESTRIL  TABS  20MG  -  TRADE  LESS  13% 

SURGICAL  DRESSINGS  OFFERS 
VALID  FROM  14th  JUNE  TO  18th  JUNE  1999 

NA  DRESSINGS  9.5CM  x  9.5CM  -  TRADE  LESS  35% 
TIELLE  ADHESIVE  DRESSING  1 1CM  x  1 1  CM  -  TRADE  LESS  18% 
COMFEEL  DRESSING  10CM  x  1 0CM  -  32 1 3  -  TRADE  LESS  1 5% 
BD-MICROFINE  PLUS  Ui 00  SYRINGE  1  ML  -  TRADE  LESS  18% 
GAMGEE  TISSUE  PINK  &  BLUE  LABEL  500GM  -  TRADE  LESS  22% 

ALL  OFFERS  SUBJECT  TO  STOCK  AVAILABILITY 
E&OE 

FULL  PRODUCT/PRICE  LIST  ON  REQUEST 

TEL:  01923  444999  FAX:  01923  444998 


v 


STRENGTH 
THROUGH  UNITY 

Avicenna  have  announced  a 
major  training  initiative. 
Enquiries  from  prospective 
members  are  always 
welcome. 


Call  Vicki  on  Freephone  0500  451145 


AVICENNA  PHARMACISTS 

16  Shelvers  Hill,  Tadworth, 
Surrey  KT20  5PU 


SHOP  FITTING 


WINDOW  DISPLAY 


Cube  Arts  Ltd,  The  Old  School  House, 
Rectory  Lane,  Banstead,  Surrey  SM7  3PB. 
Tel:  01737  359070  Fax:  01737  355800 


SHOPFITTINGS  FOR  SALE 


Antique  Shop  Fittings 

Sensible  Offers 

Please  Contact  Mr  Mehta 
Telephone:  0181  888  3222 
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iwan  awarded 


Professor  David  Cowan,  director  of  the  Drug  Control  Centre  at  King's 
College,  London,  has  been  awarded  the  International  Olympic  Committee 
Annual  Trophy. 

The  IOC  Trophy  is  presented  to  the  person  or  institution  which  has  done 
the  most  to  advance  a  particular  sports-related  cause  in  the  UK. 

Professor  Cowan  has  been  director  of  the  Drug  Control  Centre  since  1990. 
He  is  a  Fellow  of  the  Royal  Pharmaceutical  Society  and  a  professor  of 
pharmaceutical  toxicology. 

The  King  s  College  Drug  Control  Centre  was  established  in  1978  and  now 
analyses  a  minimum  of  4,000  samples  each  year.  UK  Sports  contracts  the 
centre  to  provide  the  analytical  service  for  the  Sports  Council's  doping 
control  programme,  which  covers  all  events  and  training  in  this  country. 


Once  more  unto  the 
breach... 

Combat  gear  is  not  de  rigeur  for 
Numark  annual  general  meetings 
but  is  a  wise  precaution  if  you  feel 
like  shooting  suppliers, 
wholesalers,  and  central  office 
personnel  beforehand. 

No  casualties  were  reported  at 
the  paintballing  competition  for 
Numark  shareholders  and  their 
families,  which  was  part  of  an 
activity  afternoon  prior  to  their 
AGM.  Other  activities  included  disc 
golf,  go-karting  and  4x4  mountain 
driving.The  children's  party 
afterwards  included  a  wild  west 
evening,  line  dancing  and  a  bucking 
bronco. 

Ready  to  do  battle  are  Numark 
directors,  Kevin  Muckian  (left)  and 
Nick  Gompels. 


Ian  Clark  has  won  the  South  West  Pharmacists  Go!f  Society 
annual  competition.  Ian,  from  Weston  super  Mare, 
outplayed  39  other  pharmacists  at  the  St  Mellion  Golf  and 
Country  Club  to  win  the  UniChem  trophy  ahead  of 
runner-up  Jeff  Shackleton.  The  leading  lady  was  Carol 
Locke.  Ian  (right)  is  pictured  receiving  his  prize  from  Mike 
Smith,  UniChem  director  and  competition  organiser,  after 
the  competition 


Alasdair  Ashcroft 


Genus  Pharmaceuticals  has  appointed  Alasdair 
Ashcroft  as  UK  field  sales  manager.  Mr  Ashcroft  was 
previously  national  accounts  manager  at  Bayer  AG. 
Akira  Uehara  was  due  to  accept  the  chairmanship  of 
the  World  Self-Medication  Industry  at  the  federation's 
general  assembly  on  June  12.  Mr  Uehara  is  president 
ofTaisho  Pharmaceutical  Company  and  chairman  of 
the  Proprietary  Association  of  Japan. 
Mary  Baker  MBE  is  the  new  chief  executive  of  the 
Parkinson's  Disease  Society,  after  15  years  at  the 
charity.  Ms  Baker  joined  the  PDS  in  1984  as  director 
of  welfare,  rising  to  PDS  national  and  international 
development  consultant  in  1995.  She  is  currently  serving  her  fourth  term  as 
president  of  the  European  Parkinson's  Disease  Association. 
Andy  Shaw  has  joined  PharMed's  technical  team  as  development  analyst. 
Vandemoortele  has  appointed  Tanya  Carr  as  the  company  dietician.  Her  role  wi 
be  to  raise  awareness  of  the  benefits  of  soya  in  diet  and  liaise  with  healthcare 
professionals. 


You  can't  have  a  good 
knees  up  without  a  pearly 
king  and  queen.  Michael 
Watts,  executive  director 
of  the  British  Association 
of  Pharmaceutical 
Wholesalers,  and  his  wife 
Margaret,  duly  became 
royalty  for  the  night  as  the 
BAPW  celebrated  its 
annual  conference.  The 
dinner  was  based  on  an 
Edwardian  theme  —  many 
delegates  dressed  up  for 
the  occasion  and  were 
treated  to  music  hall  songs 


Grin  and  bear  it 


Instead  of  leaving  him  home  alone, 
why  not  take  your  favourite  teddy  to 
work  with  you  next  week  and  raise 
money  for  charity  ? 

Bring  Your  Bear'  week  has  been  organised  by  Action  Research,  which 
supports  research  into  childhood  diseases,  and  begins  next  Monday.  Bear 
owners  are  being  asked  to  take  their  bear  to  work  and  make  a  donation  for  the 
privilege. Warner  Lambert  is  supporting  the  campaign  with  its  Benylin  Bear 
logo. 

Anyone  wishing  to  take  part  should  send  their  donation  of  £10  made  payable 
to  Action  Research  to  Benylin  Bears,  37  Soho  Square.  London  W1V  5DG. 


Game  for  a  laugh 


When  is  an  election  not  an  election?  When  it  is  for  the  post  of  president  of  the 
Royal  Pharmaceutical  Society  is  the  answer,  if  the  contradictions  emerging  from 
Lambeth  this  week  are  anything  to  go  by. 

The  Society's  official  stance  is  that  only  one  person  was  nominated  for  the 
top  job,  and  she  was  duly  elected,  with  a  "unanimous"  vote.  However,  the 
subtlety  of  what  appears  in  the  official  minutes  appears  to  have  been  lost  on 
various  Council  members  contacted  by  C&D  this  week,  who  all  seem  quite 
convinced  that  they  voted  in  a  ballot  from  which  Christine  Glover  narrowly 
emerged  as  the  winner. 

However,  we  view  with  scepticism  reports  that  Father  Christmas  was 
nominated  to  stand  against  Marshall  Davies  as  vice  president.  Surely  no 
Council  member  would  stoop  so  low?  More  credible  is  a  reported  comment 
from  one  of  the  Society's  more  humble  employees,  to  the  effect  that  he  could 
have  forecast  the  result  a  month  ago.  Oh,  what  it  is  to  be  seen  as  part  of  the 
furniture ... 
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With  over  twelve  years  of  reader  loyalty 
established,  Community  Pharmacy  is  a 
business-focused  title  that  links 
professional  development  to  profitable 
pharmacy  retailing.  Community  Pharmacy 
Magazine  gives  the  independent  retailer 
everything  he  needs  to  know  about 
ranning  a  business  in  one,  easy-to-read 


Fbr  more  information  on  Community  Pharmacy  Magazine,  please  call  01732  36442 


TMt,  Miller  Freeman 

A  .United  News  &  Media  company 

ler  Freeman  UK  Ltd,  Miller  Fr 


For  the  treatment 
of  verrucas,  warts, 
corns  and  calluses 


■  Uniquely  formulated,  clinically  proven  treatment 

■  Dries  to  form  a  water-resistant,  protective  barrier 
Designed  to  Inhibit  spread  of  the  verruca/wart  infection 

.  No  piasters  necessary    Simple,  once-daily  application 


Extra  strength 
treatment  for 
verrucas  and  warts 

■  Uniquely  formulated  extra  strength  treatment 

■  Dries  to  form  a  water-resistant,  protective  barrier 

■  Designed  to  inhibit  spread  ol  the  verruca/wart  infection 

■  No  plasters  necessary  ■  Simple,  once-daily  application 


